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Out in Kansas they arrested the 
sales manager of a public utility for 
selling an electric hot-plate for $5. 
The charge will probably be that he 
should have sold it for $4.98. 


7 * * 


The possibility of being arrested 
for making a sale is going to add a 
new touch of adventure and romance 
to the humdrum business of retail 
merchandising. Salesmen will have 
to be prepared to don false mus- 
taches at a moment’s notice. 

aa - + 


Kansas has established the prece- 
dent of arresting a man for making 
a sale. Wonder what would happen 
if arrangements were made to arrest 
all the salesmen who don’t? 

* + * 


The Federal farm board has asked 
Southern planters to plow under 
every third row of cotton. Now will 
some bright little boy or girl step 
forward and explain the difference 
between price and value? 

* + * 


This is a subject which Hart 
Schaffner & Marx are struggling 
with, in trying to convince the pub- 
lic that you can’t buy a $50 suit 
for $17.50. Having read a lot of 
advertising which offered $50 suits 
for $17.50, and having been con- 
vinced that all advertising is truth- 
ful, the public finds it hard to accept 
this new H. S. & M. viewpoint. 

* ~ * 


If a clothing merchant were really 
anxious to cause a sensation, all he’d 
have to do would be to advertise, “On 
and after this date we shall sell all 
our $75, $50 and $35 suits for $75, 
$50 and $35, respectively.” He might 
even make the front page of the 
newspapers, instead of having to be 
satisfied with a position over near 
the want ads. 

* *-* 

“Putting Potash on the Air’ is 
the title of an article in a radio mag- 
zine, and S. Greve wants to know 
what has become of Perlmutter. Mor- 
ris is probably still over on Seventh 
avenue, trying to make enough 
money out of the women’s garment 
business to give Abe a chance with 
the movies and the radio. 

* + * 

J. H. Miller calls attention to the 
Versatility of the Newark bride- 
groom who was reported to be both 
Teal estate broker and advertising 
man. One explanation may be that 
an advertising man who has got 
married in 1931 is sure to come 
down to earth. 

* * * 

A new brand of cigarette tobacco, 
including the makin’s, is being 
offered to Southern smokers who 
want to roll their own. But what 
has become of our old friend Bull 


* * * 


Remember the Bull Durham signs 
in all the ball-parks that the home- 
run shooters used to aim at? Babe 
Ruth may have annoyed the bull so 
much that they had to take down 
the signs. 

* a os 

Bruce Barton is now a colonel, by 
virtue of appointment to his staff 
by the governor of Kentucky. It is 
Understood, however, that clients will 
not be required to salute. 

* * * 


Amos Parrish says that retailers 
who read their own advertising copy 
aloud will laugh themselves sick. 
The trouble just now is that some 
of the consumers are laughing too. 

Copy Cus. 


NEGRO WEEKLY 
LEADS ATTACK 
ON RADIO ACT 


Amos ’n’ Andy Would Be Barred 
by 325,000 


Entertain Orphans 


Chicago, Aug. 13—Correll and 
Gosden, the Amos ’n’ Andy of the 
radio, will be guests of honor at the 
annual picnic of a children’s club 
sponsored by the Chicago Defender, 
leading rival of the Pittsburgh Cour- 
ier, Saturday. Fifteen thousand bars 
of Amos ’n’ Andy candy will be dis- 
tributed. 


Lodge Protests 


St. Louis, Mo., Aug. 13—Holding 
its national meeting here, the An- 
cient United Knights and Daughters 
of Africa, Negro lodge, adopted a 
resolution characterizing Amos ’n’ 
Andy, radio feature, as “purely a 
caricature of the weakness and most 
undesirable expressions of Negro 
character, which tends to cast re- 
flection upon the honesty and integ- 
rity of Negro enterprise.” 

The lodge is one of the smaller 
ones. 

A copy of the resolution was sent 
to the Federal Radio Commission. 

The Amos ’n’ Andy program fea- 


tures, among other activities, those 
of the “Mystic Knights of the Sea.” 


Pittsburgh, Pa., Aug. 12-—The 
Pittsburgh Courier, Negro weekly, 
said in its current issue that 325,000 
names representing every state in 
the Union have been secured to a 
petition to bar Amos ’n’ Andy, radio 
act sponsored by the Pepsodent Com- 
pany, Chicago, from the air. 

The paper’s goal is 1,000,000 
names. A petition is printed in 
every issue for the convenience of 
readers. The paper’s circulation is 
reported to have grown many thou- 
sands since it launched its cam- 
paign. 

The Courier urges readers to pre- 
sent their views and it has printed 
many of the responses. In one re- 
cent issue, the letters came from 
many walks of life, including a min- 
ister, a convict, a laundry owner, 
and a hotel man. 

While the letters apparently re- 
ceive little editing, the name of the 
sponsors of the radio act is never 
mentioned. 


In urging its readers to act, the 
Courier said in a recent issue: 

“Amos ’n’ Andy Negroes. Which 
are YOU? How would you answer 
the following questions? 

“Do you have a radio? What in- 
terests you most of all the radio 
programs? Do you listen to Amos 
’n’ Andy? If so, how often? Why 
do you listen to Amos ’n’ Andy? 
Are you Amos or are you Andy? 
Would you like to be called Amos or 
Andy? Does this type of Negro 
represent your own ideal? Do you 
consider Amos ’n’ Andy a reflection 
upon your race? Do you consider 
the Amos ’n’ Andy program propa- 
ganda? 

“If so, is the propaganda helpful 
or harmful to the American Negro? 
Do you know any other race of peo- 


(Continued on Page 13) 


Colonel Frank Knox 


Becomes Publisher of 
Chicago Daily News 


Chicago, Aug. 13—Col. Frank 
Knox, co-publisher of the Man- 
chester (N. H.) Union-Leader and 
until last December general man- 
ager of the Hearst Newspapers, be- 
came publisher of the Chicago Daily 
News this week, succeeding the late 
Walter A. Strong. Controlling in- 
terest is said to have involved 
$2,500,000. 

Associated with Colonel Knox is 
Theodore T. Ellis, former publisher 
of the Worcester (Mass.) Telegram 
& Gazette. Colonel Knox will be- 
come president and Mr. Ellis, vice- 
president of the Chicago Daily 
News, Inc. 

With Joseph E. Otis and Rufus 
C. Dawes, they will join the board 
of directors. Mr. Otis is co-chair- 
man of the board and Mr. Dawes 
a director of the Central Republic 
Bank & Trust Co., Chicago. 

Colonel Knox appeared on the 
scene as the new director of the 
$14,000,000 newspaper property fol- 
lowing the inability of employes of 
the Chicago Daily News to take ad- 
vantage of a provision in Mr. 
Strong’s will that they be given 
priority in the purchase of the 
newspaper, provided they acted 
within three months. The option ex- 
pired August 8. 

Executors of the Strong estate re- 
fused to discuss the terms of sale 
or to confirm reports that Frank 
Gannett, publisher of the Brooklyn 
Eagle and 14 other newspapers, and 
Cyrus H. K. Curtis, giant of the 
magazine and newspaper field, also 
bid for the property. 

Colonel Knox indicated, on assum- 
ing command August 12, that there 
would be no immediate changes, if 
any, in the personnel. He spent his 
initial day at the helm in getting 
acquainted with department heads. 

The formal statement of executors 
said: 


Executors’ Statement 


“Having known intimately the 
high ideals with which Walter 
Strong edited The Daily News, his 
pride in it, and his determination 
that it should serve the highest in- 
terest of his community and his 


DAILY NEWS CHIEF 


Col. Frank Knox 


country, we cannot have escaped a 
deep sense of our responsibility for 
the maintenance of the fine trad 
tions of the paper. In putting the 
control and management of it ate 
the hands of Colonel Knox, we cow 
fidently believe that we are fulfillimg 
this trust. 

“His conspicuous success and fine 
reputation as a newspaperman, his 
public record in other fields and the 
manifest sincerity of his intention to 
maintain the tone and character of 
the paper have convinced us that as 
long as he controls it its readers 
may go on relying upon it to collect 
the news swiftly and accurately, to 
present it fairly and to comment 
upon it honestly. 

“In this belief we introduce Col. 
Frank Knox of Manchester, N. H., 
to the citizens of Chicago as the new 
publisher of The Chicago Daily 
News.” 


The new executives of the News| p 


reached their present pinnacle from 
the humblest roles offered by the 
fourth estate. Colonel Knox n 


(Continued on Page 14) 


Last Minute News Flashes 


Walter Winchell Heads Radio Offering 


New York, Aug. 14.—La Gerardine, Inc., cosmetic manufacturer, will 
launch a radio campaign September 14 featuring Walter Winchell as 
master of ceremonies and Ruth Etting, Flo Ziegfeld, Al Jolson, Helen 
Morgan, Phil Baker and others as guest stars. The objective is to sell 
the beauty shop to both men and women. 


Pepsodent to Return to Newspapers 


Chicago, Aug. 14.—After an absence of 18 months, the Pepsodent Com- 
pany, Chicago, will return to the newspapers next month. Harlow P. 
Roberts, advertising manager, said the temporary cessation of newspaper 
copy helped the company form a more exact opinion of the value of radio 
advertising than would otherwise have been possible. 


Ayer Gets Kelly-Springfield Account 


New York, Aug. 14.—E. J. Langham, advertising manager of the Kelly- 
Springfield Tire Co., has announced the appointment of the New York 


office of 
account executive. 


N. W. Ayer & Son as its new agency. S. J. Zink will be the 


HUMP HAIRPIN 
GETS UNIVERSAL 
DISTRIBUTION 


Vending Machines Everywhere 
to Serve Women 


Chicago, Aug. 13—The Hump 
Hairpin Mfg. Co., acting in co-oper- 
ation with the Popular Supply Co., 
Chicago, will shortly inaugurate a 
new method of distribution based on 
giving away machines for vending 
the Hump Hairpin Mfg. Co.’s 
product, 

Heretofore, operators have received 
thetr equipment either by purchase, 
or through a rental, royalty, partici- 
pating or franchise agreement. 

The company’s proposition ts that 
the operators may have one machine 
with each two gross of a 10-cent 
package. Receiving the regular re- 
tail discount, the operator will pay 
$16.80 for the deal. The resale price 
is $28.80, which gives a profit of 41 
per cent, with outright ownership of 
the machine thrown in. Refills arg 
quoted at the same price. 

The number of inquiries received 
as the result of a 90-day teaser cam- 
paign in Automatic Age indicates 
the plan will get under way with a 
rush. The advertising said “free ma- 
chines will soom be available for 
vending a nationally advertised prod- 
uét used daily by more than 50,000,- 
000 people.” 


Interview Operators 


Phe feasibility of the plan was de- 
termined by study of conditions and 
interviews with leading operators. 
As it is difficult to convert the ma- 
chine for other merchandise, there is 
little likélfkood of the afer being 
abused. 

As a safeguard, the offer will be 
extended orifly to reliable o;terators. 
A limited mmber will be allowed 
each applicant in the beginnimg, and 
additional mactines will be supplied 
as the owner sitews evidence «f his 
ability to keep them profitably” em- 


In advertising meaching the com- 
pany’s 100,000 established retail oxt- 
lets, the new metlisd will be mex- 
chandised as an advertising idea, a¥ 
well as a selling plam. This thought 
is borne out with the statement that: 
the machimes are diiteibated free 
because they are paid for eut of the 
advertising appropriation. 

The face of the machine itself, ex- 
cept for space occupied by a small 
mirror, is devoted to an divertising 
message lithographed in five ¢olors. 
It weighs 9% pounds, andi ie 18% 
inches high, 8% imches wide amd 7% 
inches deep. It is fitted with’ nuitber 
feet and means for attaching to 
walls. 

The machine does not display the 
stock, but shows two packages, ae 
closed and the other open, behind a 
glass window. 


Sells Regular Line 


The package for which the ma- 
chine was built is a regular number 
with the retail trade. Designed for 
the handbag, it is named the “Travel 
Kit,” and contains an assortment of 
several sizes and varieties of hair- 
pins and bob pins. 

The company’s consumer copy will 
henceforth tell women that the vend- 
ing machines have made Hump hair- 


pins available where and whenever 
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ADVERTISING AGE 
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they are needed. Some advertise- 
ments may list preferred locations, 
such as rest rooms, railroad stations, 
restaurants, factories, dance halls, 
theaters, bathing beaches, golf clubs, 
office buildings, night clubs, hotels, 
swimming pools and filling stations. 

Irving Richard Green, advertising 
manager of the Hump Hairpin Mfg. 
Co., said the new method of distribu- 
tion is certain to result in many ad- 
ditional sales, as few women make a 
habit of carrying a reserve supply. 

“When women do make a practice 
of carrying extra pins,” he said, 
“they are usually a part of the mis- 
cellaneous luggage packed into the 
day bag. These bags do not attend 
evening functions, dress occasions 
and sport events. 

“There is no doubt that these con- 
venient machines will prove a bless- 
ing to escorts who are suddenly 
asked in a distracted tone to go shop- 
ping for hairpins.” 


Would End War 


With Advertising 
In a 51-page book, “Human Na- 
ture,” published by E. P. Dutton & 
Co., New York, Professor William 
Lyon Phelps, of Yale, urges that 
each country appropriate enough 
money to advertise its real nature 
and aims to other countries. 
Prof. Phelps says human nature is 
“an inexplicable mystery.” 


Goes to Turkey 

T. C. Greene, for 18 years adver- 
tising manager of the Denver (Col.) 
Dry Goods Company, has left for 
Turkey, where his daughter is the 
wife of the medical director of the 
American hospital at Aintab. Mr. 
a recently retired at the age 
C3) 3 


Resorts Organize 

Following their organization as 
“Oleida”—Ohio Lake Erie Islands 
District Association — Northwestern 
Ohio summer resorts are using radio, 
newspaper and direct mail through 
the Campbell-Sanford Advertising 
Co., Toledo. 


With Trade Paper 
John Glass has resigned from the 
Orleanian, New Orleans monthly, to 
join the Cotton Trade Journal, of 
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New Scher Wrapper 


General Foods Corp., New York, 
has developed a new wrapper for 
Baker chocolate bars. Distribution 
of the new Baker products has been 
extended to 19 states. 


Appoint Sehl 


The Hass Witch Hazel Co., Brook, 
Ind., has placed its account with 
the Sehl Advertising Agency, 


that city. 


Chicago. 


There's fertile 


this fertile soil. 


has the 499 li 


It’s Fertile Soil 


0, executive and professional group. People 
who read systematically because their business 
demands thet they keep up to the moment. 
Small wonder then that they are so interested 
in informative monthlies. 

The three informative magazines of the Quality 
Unit are read by 350,000 broadly interested, 
well-to-do, cultured men and women who 
form an important factor in any sales program. 
Sell them where you are reaching them effec- 
tively, and where active interest is available — 
through the Quality Unit. 

With color to enhance desire any quality 
product or service can reap a harvest from 


Color inserts cost but $2,950 for the three 
magazines, and 


The Quality Unit 


REVIEW OF REVIEWS 
WORLD'S WORK 
55 FIFTH AVENUE, 


soil in thatvimportant, well-to- 


\ 


, Of course, the Quality Unit 
ne page for adequate display. 
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NEW YORK CITY 


Made Manager 
of N. Y. Office 


of Crain Papers 


New York, Aug. 13—Kenneth C. 
Crain, vice-president of Advertis- 
ing Publications, Inc., is now general 
manager of the New York office of 
the Crain Publications, including Ap- 
VERTISING AGE, Class & Industrial 
Marketing and the Market Data 
Book. He will give special attention 
to Class & Industrial Marketing. 

A. J. Fehrenbach, who has been 
New York representative of Class 
& Industrial Marketing and vice- 
president of Advertising Publica- 
tions, Inc., has resigned. 

W. E. Dunsby continues as East- 
ern manager of ADVERTISING AGE, 
a post he has held for more than 
a year, and George W. Bush has 
been added to the staff, representing 
the Market Data Book. 

The changes were effective Aug. 8. 


Brockhagen Returns 

After several years as publisher 
of the Portland (Oreg.) Telegram, 
Carl Brockhagen has returned to 
San Francisco with an executive 
position on the San Francisco News. 
He is a former president of the San 
Francisco Advertising Club. 


Manages Coast Office 

Henry M. Stevens has been ap- 
pointed temporary manager of the 
Pacific Coast offices of the J. Walter 
Thompson Company, with headquar- 
ters at San Francisco. Wallace R. 
Boren has been appointed produc- 
tion manager. 


Wins Harper Prize 

Robert Raynolds, Georgetown, 
Conn., former editor of a _ trade 
paper issued by the Standard Oil 
Company, of New Jersey, won the 
$10,000 offered in the 1931 Harper 
Prize Novel contest. “Brothers in 
the West” is the title of his novel. 


Interurban Advertises 

The Eastern Michigan railroad, 
operating an interurban line be- 
tween Detroit and Toledo, has 
started a newspaper campaign. The 
Campbell-Sanford Advertising Co., 
Toledo, handles the account. 


Apoint Muller 
Johnson & Johnson, Brunswick, 
N. J., have appointed J. P. Muller 
& Co., New York, to direct the ad- 


vertising of Johnson’s Medicated 


Kroger Takes 
750,000 Lines 
for Its Coffee 


New York, Aug. 183—The Kroger 
Grocery & Baking Company has 
begun an advertising campaign fea- 
turing coffee, to involve more than 
750,000 lines of space in the roto- 
gravure sections of 27 newspapers. 
This is in addition to 26 full roto- 
gravure pages of Kroger Food 
Foundation announcements’ which 
will appear in 20 newspapers dur- 
ing 1931. 

The keynote of the coffee cam- 
paign is freshness, and Kroger’s 
system of roasting and delivery to 
stores, involving a minimum loss of 
essential oil, will be stressed. Coin- 
cident with this advertising Kro- 
ger’s four brands of coffee will be 
offered in newly designed packages 
said by packaging experts to be 
outstanding examples of modern 
improvements in the art. 

The Atlantic & Pacific Tea Com- 
pany is said to be the largest cof- 
fee roaster in the world at present. 
Following closely is General Foods 
Corporation, with Maxwell House, 
while Kroger and several others are 
having a battle for third place. 
The Kroger Foundation copy is 
said to have had a marked effect on 
its sales. 


COLORADO BARS 
COLORED GAS 


Denver, Colo., -Aug. 13—Sale of 
colored gasoline, except that contain- 
ing tetraethyl lead, will be barred 
by a new state law making it an 
offense to sell colored motor fuels 
except the grade known as ethyl 
gasoline. 
James Duce, state oil inspector, 
has issued an order that stocks of 
gasoline now on hand may be sold 
but the supply may not be renewed. 
Mr. Duce alleges that the general 
purpose of the various hues given 
gasoline is “to fool the public.” 
Ethyl, he explained, was ordered 
colored by the United States surgeon 
general as a warning that it con- 
tained tetraethyl. The new law im- 
poses a $50 to $300 fine or 90 days 
imprisonment, or both, for violation. 
Gasoline marketers took advan- 
tage of his announcement to run 
display copy congratulating the oil 
inspector. 


H.H. SOUTHWORTH 
SELLS LAST PAGE 


Chicago, Aug. 13.—Harrison H. 
Southworth, one of the pioneers who 
helped develop the business paper 
field to its present estate, died in 
Chicago August 10. Mr. Southworth, 
who spent 29 years with the F. W. 
Dodge Corporation, underwent an 
operation eight months ago from 
which he never fully recovered. 

Mr. Southworth exercised a potent 
influence on the Dodge corporation. 
He began his work in Cleveland in 
partnership with Chauncey L. Wil- 
liams, Sr. Later the two came to 
Chicago as a special agency for 
Architectural Record. When Sweet’s 
Catalogs were developed, the two 
representatives placed their efforts 
behind them. Mr. Southworth was 
credited with originating many ideas 
which expedited their success. 

Mr. Williams died several years 
ago, but two sons are still with the 
Dodge organization, Chauncey L. 
Williams, Jr., being a vice-president. 

Mr. Southworth planned to retire 
in “the next year.” He was 57 years 
old. 


Leaves Rubber Company 
Daniel E. Gray has resigned as 
sales manager of the Goodyear Rub- 
ber Co., Middletown, Conn., effective 
August 31, and will be succeeded by 
Charles M. Park, who has_ been 


Plasters. 


August 15, 1931 


HOTEL RECEIPTS 
RUN WELL OVER 
BILLION A YEAR 


Washington, D. C., Aug. 13—The 
first Government census ever taken 
in the hotel industry reveals it as 
a billion dollar industry, the Bureau 
of the Census announced. The fig- 
ures covering 1929 operations, omit 
hotels with less than 25 rooms and 
such institutions as the Y. M. C. A.~ 
The Bureau’ reported § 15,577 
hotels, of which 13,328 opérate 
throughout the year, the remainder 
being seasonal resorts. These hotels 
employ about 300,000 persons and 
have annual receipts of $1,039,363,- 
000, the lion’s share, $962,801,000, 
going to those operating 12 months 
of the year. 

Of the latter class, 10,907 are Eu- 
ropean plan, 1,097 American plan 
and 1,324 mix the two. 

Of the regular hotels, 4,941 were 
classed as transient in type of occu- 
pancy; 1,702 as permanent and 6,685 
as mixed, catering to both perma- 
nent and transient guests. Of the 
resort hotels, 646 were permanent, 
314 transient and 1,279 mixed. 


Big Business 


The year-round hotels reported an 
annual payroll of $257,034,000. They 
operate 1,134,957 guest rooms and 
a dining room capacity of 610,762, 
while the resort hotels have 158,939 
guest rooms and a dining room ca- 
pacity of 274,571. 
There are 3,047 corporations in 
the year-round field, with 10,281 in- 
dividuals and partnerships. Of re- 
sort hotels, only 541 were operated 
by corporations. 

Here are receipts by states of the 
hotels operating the entire year: 


Alabama $ 5,128,000 
Arizona 4,334,000 
I 6,687,000 
California ......... 89,293,000 
Colorado _ ......... 10,689,000 
Connecticut 9,517,000 
es 1,144,000 
District of Columbia....... 17,620,000 
Florida 12,267,000 
Georgia 10,090,000 
Idaho 2,335,000 
Illinois 93,126,000 
Indiana 17,764,000 
Iowa 12,469,000 
Kansas 7,375,000 
OE En 8,690,000 
Ee ee Te 8,131,000 
Maine 4,750,000 
Maryland. ........... 7,973,000 
Massachusetts 31,663,000 
Michigan. ..............-..... 39,144,000 
Minnesota  ....... 18,894,000 
Mississippi  ..... 4,918,000 
DN csc cciccchacrctssatonciec 28,720,000 
BE, gil sinnceciecacsceemtninceses 4,499,000 
See eee 8,451,000 
Nevada 1,733,000 
New Hampshire ................. 2,701,000 


New Jersey ............... 
New Mexico ...... 
New York 
North Carolina . 
North Dakota 


Ohio 44,030,000 
ee en 10,075,000 
Oregon 9,726,000 
Pennsylvania ocecccccssccseneeeee 50,195,000 
Rhode Island ....... 3,103,000 
South Carolina 3,223,000 
South Dakota 2,627,000 
OS ea 10,812,000 , 
Texas 33,177,000 
Utah 3,975,000 
TN Scachnccien mean 2,506,000 
Virginia 11,470,000 
Washington nnn cccccccccecccseeen 19,323,000 
West Virginia ................... 7,206,000 
TINIE  ncticcctdciecetccnnnns 17,307,000 
EE: nee 1,962,000 

$962,801,000 


In the resort field, Florida led in 
receipts with $13,935,000. Other 
leaders followed in this order: New 
York, $12,586,000; New Jersey, $11,- 
123,000; Massachusetts, $5,084,000; 
Maine, $4,853,000; New Hampshire, 
$4,199,000; Pennsylvania, $2,620,- 
000; California, $2,513,000; Michi- 


treasurer. 


gan, $2,034,000. 
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INTERVENE IN 
ORGY OF PRICE 
ADVERTISING 


Hart Schaffner & Marx Issue 
Friendly Warning 


Chicago, August 12— Believing 
comparative price advertising by 
retailers to be the most disturbing 
factor in the men’s clothing busi- 
ness, Hart Schaffner & Marx have 
begun a campaign to convince both 
consumers and retailers of the fal- 
lacy of unqualified acceptance of 
exaggerated price claims and to 
help its own dealers combat the 
price appeal on non-advertised lines 
handled by competitors. 

The subject was introduced in 
startling fashion in the August 15 
issue of The Saturday Evening Post 
with a four-color page in preferred 
position. It was illustrated with a 
model attired in a sheet. The price 
tag read, “This Suit $1.94,” and the 
headline declared, “This is probably 
the lowest priced clothing advertise- 
ment ever printed.” 

The text said it is foolish to judge 
clothing exclusively by the price 
tag, and that, since irrational claims 
have made price an undependable 
guide, it would be well to put faith 
in the Hart Schaffner & Marx label 
and other trade-marks that have al- 
ways represented honest value. 


Newspaper Copy 


How the advertiser is aiming at 
a universal evil by which his own 
product is affected will be shown 
in the opening advertisement of the 
newspaper campaign, which will be- 
gin September 8 in some 150 dailies. 
Headed, “Trust a Trust-worthy 
Name,” it reads: 

“If you think this is a good time 
to invest in no-name stocks, they’ll 
still take your money. If you think 
this is a good time to insure your- 
self in a shaky company, go to it. 
If you really believe that $79 suits 
can be made for $17 you are one of 
the rare few.” 

While all advertisements for the 
forthcoming season will deal with 
comparative prices, the secondary 
subject of the company’s product 
will receive more and more atten- 
tion as the campaign progresses. 

The theme song of the series con- 
sists of a display line above and 
below the signature logotype, read- 
ing: 

“Printed in calm confidence in 
American common sense by Hart 
Schaffner & Marx who make good 
clothes that sell at reasonable 
prices.” 

Carl W. Chapin, advertising man- 
ager, hopes retailers of other lines 
will also hearken to his message and 
believes much might be accom- 
plished in building morale in de- 
moralized retailers if other manu- 
facturers would work toward the 
same objective in their advertising. 


Diplomatic Handling 


“The subject must be handled 
with care so as not to antagonize 
the reader,” he said. “Many con- 
sumers have been swayed by the 
recent wave of price advertising, 
and it wouldn’t do to tell them 
bluntly they have been imposed 
upon. 

“That is why our advertisements 
will treat the matter jokingly, so as 
to make the reader feel he is being 
entertained, rather than scolded. By 
having recourse to humor for the 
first time in our advertising history, 
we are able forcibly to drive home 
a point on which we would other- 
wise have to maintain a discreet 
silence.” 

The illustration in the opening 
Magazine advertisement furnished 
the idea for one of the most un- 
usual window displays ever seen in 
men’s clothing stores. Using an 
undressed dummy draped in a sheet 
and a blow-up of the advertisement, 
an enterprising St. Louis dealer 


EMERGES FROM ITS CHRYSALIS 


MALBALG ALA 


Swiss Kriss, a laxative 


heretofore sold by Modern 


Health Products, Milwaukee, in paper bags, has blossomed 
out in this new dress designed by Clarence P. Hornung, of 


New York. 


made up a window that lustily 
echoed the advertisement the day 
it appeared. 

The dealer described his tie-up in 
a telegram to Mr. Chapin compli- 
menting him on his new copy, and 
Mr. Chapin lost no time in passing 
the idea along to representatives 
and key dealers. 


New York Club Gets 
Eleven New Members 


Burton T. Blogg, sales manager 
of the Advertising Agencies Service, 
New York, is a new member of the 
Advertising Club of New York. 
Others are: 


Seymour A. Green, Lawrence & 
Green; Stanley E. Hollis, American 
Foreign Credit Underwriters; Wil- 
liam Johnson, Motion Picture Ad- 
vertising Service; David Magowan, 
Western Newspaper Union; Walter 
Neff, Bamberger Broadcasting 
Service; 

Cyril Rayner-Smith, Great West- 
ern Railway of England; Raymond 
H. Roberts, Cloister Printing Co.; 
Elmer E. Way, Taylor Instrument 
Companies, Rochester; Edward V. 
C. Wright and Kemper F. Cowing. 


Represent “Times-Star” ; 
Buckley Returns 


The Bridgeport (Conn.) Times- 
Star has announced the appoint- 
ment of Cone, Rothenburg & Noee, 
Inc., in the national field, effective 
August 10. 

Lawrence Retan has left the paper 
to join the agency, while Francis P. 
Buckley, formerly with Bertolet & 
Lemon, New York, has rejoined the 
Times-Star as national advertising 
manager. 


“Merchandise Mart 
News”’ New Monthly 


Douglas Cramer has begun publi- 
eation of Merchandise Mart News 
in Chicago as a monthly. 

The paper, which is sponsored by 
the Merchandise Mart Chamber of 
Commerce, will be distributed to 
20,000 retailers in the Middle West. 
Dorothy Rathbun is editor. 


Buy Autogiro 
The Des Moines Register and 
Tribune have bought an autogiro 
for their editorial departments, sup- 
plementing a Stinson airplane which 
has been in use for 15 months. 


New Representatives 


Charles S. Macfarland, Jr., and 
. Thayer Heaton have formed 
Macfarland & Heaton at 289 Fourth 
Avenue, New York, to represent 
religious and educational magazines. 


RULE ON THREE 
TRADE-MARKS 


Washington, D. C., Aug. 13—Op- 
position of the Vick Chemical Com- 
pany to registration of “Vapozoin” 
by the American Sundries Company 
was sustained by the Commissioner 
of Patents, who reversed the Exam- 
iner of Interferences. The Vick 
mark is “Vaporub.” 

The Commission held that the two 
trade-marks used on the same class 
of products would be likely to cause 
confusion in the mind of the public 
as to the origin of the goods. 

The Commissioner ruled adversely 
on an application of the United 
States Radiator Corporation to reg- 
ister “Mural,” affirming the decision 
of a lower authority. 

The Commissioner quoted the def- 
inition given by the Funk & Wag- 
nalls Standard Dictionary and de- 
cided that the word on a wall radi- 
ator would mean only that it is of 
that type—that is, merely descrip- 
tive. 

The California Broadcaster, week- 
ly newspaper of radio advertising, 
was denied registration of that name 
as part of a design including the 
tops of two towers. Registration of 
two somewhat similar marks had 
been granted the McQuay-Norris 
Manufacturing Company and the 
Hatfield Electric Company. The 
publication argued that if McQuay- 
Norris were entitled to a registra- 
tion, so was it. 

The Commissioner of Patents ad- 
mitted that the reasoning of the 
Examiner of Trade-Marks “is not 
very clear,” but pointed out that 
“the character of goods described in 
the McQuay-Norris periodicals may 
be advertised in the California 
Broadcaster, causing confusion. 


Newspapers Only, 
Fenger-Hall Policy 


In order to confine its activities 
to newspapers, the Fenger-Hall 
Company has resigned, effective 
September 1, representation of the 
California Citrograph, monthly 
magazine of the citrus industry. 

Fenger-Hall have represented this 
paper for many years. 


McKibbin Is Father 
A. C. McKibbin, director of pub- 
lic relations for the St. Louis-South- 
western Railroad, has a baby boy at 
his St. Louis home. 


No. 75 of a Series 


The metropolitan district is figured as the area 
within a fifty-mile radius of Columbus Circle. This 
radius idea always interests us. We have a mental 
picture of a man toeing a mark at Columbus Circle 
(sort of dodging around to keep from getting 
bumped by the taxis), and then starting out to walk 
50 miles in any specified direction. Once there he 
begins to walk around the circle so that New York 
can be surrounded for advertising purposes. He 
does some swimming and climbing, and running and 
walking and he finally makes it. Then we have a 


fifty-mile radius to work with. 


In that radius Scribner's serves 14,120 families in 


which you will find 50,420 people. 
In these 14,120 families you will 


- directors of corporations. 


Chairman of Board of Directors 


Directors - - - 
Presidents- - - 
Vice-Presidents - 
Treasurers- - - 
Secretaries - - 
Trustees - - - 
Managers- - - 


Attorneys and Judges 


find 2468 
- 59 
- 1300 
- 432 
ee | | 
- 900 
- 116 
- 74 
. 9 
- 91 

2468 


But that isn’t all. There is the income record of 
these people living in New York City. For instance, 
Mercantile Credit Reports furnished the following 
information after an unbiased check-up: 

33% of Scribner's readers in New York City 
have an income of $10,000 to $50,000. 

13% have an income of $50,000 or over. 

40% are financially worth over $100,000. 

94% are financially worth over $300,000. 

From the point where we go racing around the 
radius, we can see what a lot of money that is. 
Money to buy, yes; and also thoughts to think. 
What these monied readers of Scribner’s think to- 
daythemillions will bethinking tomorrow. Couldwe 
suggest anything to you about capturing the interest 
of these thinkers and buyers for your own products? 
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Why Put all the Load on Advertising? 


Here’s a sad story which is being 
told of a certain advertising man- 
ager, whose company has been a 
small but consistent advertiser. A 
new product was being prepared for 
the market, and the advertising 
manager was offered $100,000 with 
which to promote it, provided he 
would assure the management of 
certain specific results in terms of 
sales. 

“We'll give you this money,” the 
management said in effect, “but we 
want some idea of just what you are 
going to accomplish. What can we 
expect to see coming back in the 
form of orders as the result of this 
expenditure?” 

The advertising manager was “on 
the spot.” He felt that the product 
was good, that the advertising was 
needed to give it a proper introduc- 
tion, and that if the merchandising 
and sales efforts of the company 
were properly directed, the results 
would be satisfactory. But he did 
not feel that his department could 
properly make any guarantees as 
to the final results. The manage- 
ment thereupon decided not to spend 
the money, much to the disappoint- 
ment of a number of excellent pub- 
lications which had been in line for 
the business. 

This case is somewhat typical at 
present of the challenge which is 
being hurled at advertising to 
“make good.” We are inclined to 
believe that the challenge should 
be returned to all other departments 
of business, including design, pro- 
duction, finance and sales, to hold 
up their respective ends of the job 
and not to ask advertising to shoul- 
der all of the responsibility for suc- 
cess under present conditions. 

Advertising is not a worker of 
miracles—either now or at other 
times. It is an important and often 
an indispensable part of aggressive 


Measuring 


One of the good things which 
present conditions have done for 
business is to supply greater em- 
phasis upon the study of markets 
as a preliminary to advertising ex- 
penditures. The extent of present 
and potential demand and consump- 
tion should of course be known be- 
fore widespread sales and advertis- 
ing efforts are planned, but it is a 
fact that many times shrewd guesses 
have been permitted to take the 
place of actual investigation. 

In the case of products which are 
used up and replaced, the chief ele- 
ment in the marketing situation is 

the. *t of repetition in buying. The 
. of the initial item is only a 
= ‘ng, and the rate at which it 
—— —_ replaced becomes the chief 
‘factor. St. idy of this element lends 
inere + ~~ ~urance to sales efforts, 
since jit enable % prospective sales to 
be proj “4A ‘er a considerable 
‘period = adver. ising as well as 
other oer fn fis activities to be 


planned accordingly. — 


merchandising programs, and now 
it has more than ordinary opportu- 
nity to bring about favorable con- 
ditions for sales work. But the ten- 
dency at present is to demand that 
advertising do the whole job—to 
assume a responsibility for final re- 
sults that does not properly belong 
to it. Advertising should be seen 
in proper perspective, as a vital 
and important part of selling, and 
not as the entire operation. 

As one president of an important 
manufacturing company put it the 
other day, maybe salesmanship is in 
a depression at present. Maybe the 
present generation of salesmen and 
sales executives can’t handle the job 
that confronts them today. Perhaps 
they are too well sold on advertis- 
ing, and are shouting for help from 
that direction, when they have not 
yet expended the necessary effort 
through personal sales contacts. 
They may be looking to advertising 
to do work that salesmen should do, 
and to demand that advertising as- 
sume a responsibility that is pri- 
marily that of a sales executive. 

Advertising’s functions are well- 
defined. It is known and understood, 
its applications and possibilities are 
seen clearly as a result of ample 
experience in every direction and in 
every field. Consequently there is 
no logical reason for suddenly de- 
manding that advertising assume a 
burden that does not belong to it. 
Advertising today should be sold for 
effective performance in its own spe- 
cial field, not as a panacea, nor as 
a substitute for good salesmanship. 

If advertising agents and adver- 
tising managers insist that adver- 
tising be hooked up to all other sell- 
ing, merchandising and promotional 
activities, and looked to for a nor- 
mal and reasonable application of 
its undoubted power to influence 
buying, it will save a lot of explana- 
tions and alibis later on. 


the Market 


Socrates demanded that those 
who would argue with him must first 
define their terms. Advertisers 
might well demand that before cam- 
paigns are planned markets be de- 
fined—not in broad and sweeping 
terms, but as exactly as the vast 
amount of 
now for market studies will permit. 
The study of the market, both as 
to its character and extent, will not 
only indicate potential business and 
therefore the amount of advertising 
which should reasonably be used in 
its development, but also the best 
approach to the market, and the 
most effective appeal which can be 
made through advertising. 

The lessons which are being 
learned now as to market determi- 
nation and measurement ought to be 
of great value in years to come, 
when business is easier to get and 
margins of profit are greater. But 
right now the application of sound 
ideas in this field will make adver- 
tising dollars yield their maximum 
return. 


information available 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


283. Basie Function, Services and 
Principles of Outdoor Adver- 
tising Ine. 

All advertisers will be interested 
in this folder stating the methods 
of the new sales organization for 
the outdoor industry. “Our represen- 
tatives approach advertising prob- 
lems from the marketing point of 
view,” according to this exposition. 
Only four pages to read, too, which 
is an asset these hot days. 


284. Somebody’s Customer! 

The W. B. Ziff Company has is- 
sued a 20-page folder which will 
banish some illusions about the 
Negro market. Wilton R. Boone, Jr., 
is pictured as representing the av- 
erage colored man. He has been a 
U. S. postal clerk for 15 years and 
earns $2,100 yearly. The survey fol- 
lows the postal clerk to his home, 
in front of which reposes a 5-pas- 
senger Pontiac sedan, and shows the 
routine of his existence and the na- 
tionally advertised goods he favors. 


285. Plan for Market Determina- 
tion and Development. 

The Jobber’s Salesman, Chicago, 
has issued this 12-page booklet for 
the benefit of wholesalers in the 
electrical field. The survey shows 
jobbers, first, how to determine their 
market and second, how they can 
best sell it. Copies are available to 
advertisers in this field. 


21. The Hospital Field. 

Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


264. Using Research. 


There are no less than 28 jobs for 
research, according to this booklet 
from the Arnold Research Service, 
New York, which lists them. Arnold 
maintains a national organization, 
with experienced trade investigators 
on the ground in every major mar- 
ket, the booklet reports. 


255. Analysis of “Home Utilities 
Salesman.” 

This folder gives the background 
for the new publication of the Dart- 
nell Corp., Chicago. The home utili- 
ties salesman is described as the 
neck of the bottle, which Dartnell 
hopes to smash. 


255a. Analysis of “Office Equipment 
Salesman.” 

This Dartnell folder outlines the 
objectives of the Office Equipment 
Salesmen, one being to attract a 
higher type of salesman to the field; 
another to awaken salesmen to the 
possibilities open to them through 
selling the idea of better offices, and 
a third to convince salesmen by ac- 
tual demonstrations that the price 
is not important, if the want for the 
equipment is sold first. 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


214. The Place of the Trade Paper 
in the Advertising Plan. 

In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


———4 


Ponal A)Rors, 
& 


Those who think the advertising business is hard now may 
well shudder at this suggestion by Life. 


Benson Discusses 
Chicago Controversy 


To the Editor: Your August 1 
issue reported a Chicago situation 
under the head, “Provision in Four 
A’s Form Held Invalid.” 

I think this statement was made in 
some misapprehension of the real sit- 
uation. The A. A. A. A. provision 
does not permit a publisher to print 
an advertisement in other type than 
that indicated by the agent, without 
submitting proof, if such proof is 
requested on the face of the order. 

Of course, if an agency agrees 
to this provision of the order blank 
and does not definitely request proof 
of revised typography, then the pub- 
lisher has a perfect right to print 
the advertisement in type of his own 
selection. 

It is our belief that the case cited 
covered a different set of circum- 
stances, namely, that the proof was 
submitted and then in spite of pro- 
hibition on the part of the agency, 
the publisher went ahead, which of 
course deprived the latter of any 
right to publish, and the court very 
rightly so ordered. 

As we see it, the court did not 
hold the A. A. A. A. provision in 
any way invalid. 

JOHN BENSON 
Pres., American Association of 
Advertising Agencies, New York 
* * * 


Program 


To the Editor: Under separate 
cover, I am mailing you a copy of 
the invitation issued by the Amer- 
ican Photo-Engravers Association to 
its 35th annual convention in St. 
Louis October 15-17. I take pleasure 
in submitting this as an unusual ex- 
ample of photo-engraving and letter- 
press printing. 

The illustration is printed on 
Japan tissue paper in five colors 
from photo-engraved plates, the lat- 
ter made from five black crayon 
pencil drawings; one for each color, 
drawn to scale. The printing was 
done on a Miehle highspeed unit. The 
colors are white, purple, orange, ver- 
milion and green. 

LOUIS FLADER 

American Photo-Engravers Assn., 

Chicago 

* * * 


No Clue 
To the Editor: The current issue 
of ADVERTISING AGE described a res- 
olution passed by the Hardware 


Council on printed slips to accom- 


Voice of the Advertiser 


pany items sold through hardware 
channels. 

We have made a number of in- 
quiries but can find no clue as to 
just what the Hardware Council is. 
We should appreciate some light. 

C. W. BROWNE 
Mer., Marketing Service, 
U. S. Printing & Lithograph Co., 
Cincinnati 
* * * 


No Statement 


To the Editor: We do not care 
to make a statement about Theme 
Song at this time. 

HENRY TETLOW 
Henry Tetlow Co., 
Toilet Preparations, 
Philadelphia 


* * * 


Free Rides 


To the Editor: We recently pur- 
chased a four-passenger cabin mon- 
oplane for the specific purpose of 
bringing prospective buyers to our 
plant, in order that we may become 
better. acquainted with them and 
have them become better acquainted 
with us. 

Not only does this create a bond 
of friendship, but prospects are im- 
pressed by the fact that we are pro- 
gressive enough to use an airplane. 
The novelty is a strong point in at- 
tracting executives who would not 
come by any other means. 

Another advantage is that in the 
majority of cases a round trip can 
be made in one day. 

D. G. FoLk 
Adv. Dept., 
Master Electric Co., 
Dayton, O. 


* * * 


Menagerie 

To the Editor: Your “Copy Cub” 
recently complained about the short- 
tage of animals in circus posters. 
The fellow must have been out late 
the night before, if he failed to find 
animals in Ringling Bros., Barnum 
and Bailey advertising. 

We are enclosing a one-sheet that 
pictures nothing else but. In fact, 
there are just 35 animals on this 
poster. 

Yes, animals still appeal to grown- 
ups and children alike. A_ circus 
without animals would be—well, it 
wouldn’t be a circus. 

ERNEST H. RUSSELL 
Erie Lithographing & 
Printing Co., 

Erie, Pa. 
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ADVERTISING AGE 


4) NEWSPAPERS 
ADOPT 287-LINE 
GRAVURE PAGES 


New York, Aug. 13— Twenty- 
seven newspapers have standardized 
the size of their rotogravure pages 
in the past three months and 15 
others expect to do so, ADVERTISING 
Ace was told today by J. C. Wilber- 
ding, vice-president of the Gravure 
Service Corporation. 

This makes a total of 42 papers 
with standard size rotogravure 
pages, he said, expressing the opin- 
ion that ultimately every newspaper 
in the country will adopt the stand- 
ard page. 

“In order to simplify the prepara- 
tion of rotogravure advertising,” Mr. 
Wilberding explained, “national ad- 
vertisers and agencies have for some 
time been insisting on a standard 
s 


ize. 

“A column length of 287 lines 
seemed to be the best solution of the 
problem and since the middle of May 
we have been conducting an inten- 
sive direct-mail drive in behalf of 
this size. When we started the effort 
but 16 newspapers had rotogravure 
pages this size, and we have since 
added 27 to the list, so that by Sep- 
tember 1 there will be 42 newspap- 
ers publishing gravure pages of 
2,009 lines.” 

One of the newspapers included 
in the original 16 no longer pub- 
lishes a rotogravure section. 


Variations in Sizes 


Of the 70 newspapers in the 
United States with gravure sections, 
not including tabloids or foreign 
language papers, on May 15, 1931, 
there were 41 with a 280-line col- 
umn; 2 with a 286-line column; 16 
with a 287-line column; 5 with a 
294-line column; 3 with a 296-line 
column, and 3 with a 300-line col- 
umn. The total circulation of these 
papers is nearly 15,000,000. 

The 16 newspapers that had al- 
ready adopted the standard size 
page before the Gravure Service 
Corporation started its campaign in- 
cluded the Birmingham News, Hart- 
ford (Conn.) Courant, Washington 
(D. C.) Post and Star, Atlanta 
Journal, Indianapolis Star, Des 
Moines Register, St. Louis Globe- 
Democrat, Buffalo Courier-Express; 

New York Herald Tribune, Roch- 
ester Democrat & Chronicle, Syra- 
cuse Post-Standard, Cleveland News, 
Pittsburgh Press, Scranton Scran- 
tonian, and the Miami Daily News. 
The latter paper has since discon- 
tinued its rotogravure section. 

The 27 newspapers that will 
adopt the standard size by Septem- 
ber 1, 1931, follow: Long Beach 
(Cal.) Press-Telegram, Atlanta Con- 
stitution, Boston Herald, Springfield 
(Mass.) Union & Republican, New- 
ark Call, Buffalo Times, Ohio State 
Journal, Columbus; Pittsburgh Sun- 
Telegraph, Memphis Commercial 
Appeal, Houston (Tex.) Chronicle, 
Richmond (Va.) Times - Dispatch, 
Milwaukee Journal, Los Angeles 
Times, Denver Rocky Mountain 
News; 

Peoria (Ill.) Star, Terre Haute 
(Ind.) Tribune, Baltimore American 
and Sun, Kansas City Journal-Post, 
Kansas City Star, Albany (N. Y.) 
Knickerbocker Press, Philadelphia 
Ledger, Philadelphia Inquirer, Nash- 
ville Banner, Nashville Tennessean, 
Seattle Times, and the New Orleans 
Times-Picayune. 


S. C. Johnson Plans 
New Broadcast Series 


S. C. Johnson & Son, Racine, Wis., 
Polishing wax and other products, 
will present a new series through 
the National Broadcasting Company 
August 23. 

‘Ted Weems and Ilo May Bailey 
will be featured. Needham, Louis 
& Brorby, Chicago, are in charge. 


Goad Joins Agency 


Thomas W. Goad has joined the 
armon Advertising Agency, Port- 
and, Me., after several years in 
England. 


BACKS UP COPY 


August A. Busch 


Busch Enlarges 
on His Beer 
Advertisement 


Cooperstown, N. Y., Aug. 13— 
Restoration of 4 per cent beer as the 
national beverage would solve the 
wheat surplus problem as well as 
relieve the unemployment situation, 
August A. Busch, president of An- 
heuser-Busch, Inc., of St. Louis, said 
at his summer home here. 

He was answering the challenge 
of the American Business Men’s 
Prohibition Foundation to produce 
facts to support his recent adver- 
tisement that the return of beer 
would be of economic benefit to the 
country. 

“Senator Arthur Capper of Kan- 
sas,” Mr. Busch said, “is an expert 
agricultural economist. In 1925 he 
said the price of wheat in the Amer- 
ican markets was controlled entirely 
by the price of the 10 to 20 per cent 
exportable surplus. 

“Since the prohibition of beer the 
80,000,000 bushels of grain con- 
sumed annunally by the brewing in- 
dustry has been thrown into the 
wheat market, thereby contributing 
the 10 per cent surplus that controls 
prices in domestic markets. 

“The re-legalization of beer would 
provide employment for 1,250,000 
persons in the brewing and depend- 
ent industries. It would lessen re- 
sistance to enforcement of prohibi- 
tion against hard liquors. It would 
be of moral benefit. It would result 
in economic benefits to more than 
1,000 separate industries.” 

Mr. Busch said the 3,220,000 tons 
of coal required by the brewing in- 
dustry under his plan would re- 
juvenate the coal mining industry 
and the railroads. 


Write Insurance Copy 


The Sun Advertising Co., Toledo, 
O., has been appointed by the Ohio 
Millers Mutual Insurance Company 
and the Ohio Underwriters Mutual 
Fire Insurance Co., Van Wert, O. 
Magazines, newspapers, trade pa- 
pers, outdoor advertising and direct 
mail will be used. 


Smith Transfers 


With the appointment of Myron 
D. Smith, former sales manager of 
the Shaler Company, Milwaukee, as 
general sales manager, the Wauke- 
sha (Wis.) Mineral Water Company 
is planning an expansion of adver- 
tising on Silver King beverages. 


New Colors for Bond 


Five new colors have been added 
to Redemption Bond by the Whiting- 
Plover Paper Co., Stevens Point, 
Wis. They are fern, peach, milon, 
sapphire and lavender. 


Picks Milwaukee Agency 

The Hannum Mfg. Co., Milwau- 
kee, manufacturer of automotive 
steering gears, has appointed 
Freeze-Vogel-Crawford, Inc., of that 
city. 


Test City Gas Tax 


The right of a city to levy a gaso- 
line tax is questioned in proceed- 


ings instituted in Santa Fe, N. M., 
by the Continental Oil Company. 


Motor, American 


Druggist, American 


Architect, Aromatics 
«+ 57th Street at 8th 
Avenue, New York, N.Y. 


~ « - they 
are writing 
more letters 


Magazines 


The Editorial department of a business magazine sits with 
a constant finger on the pulse of the industry it serves. 
@, In every line, that pulse is active today. @. The “Trade” 
is writing in more letters. It is asking for more advice. It is 
sending in more new business wrinkles ... calling for more 
reprints of articles. €, The Trade is trying harder than ever 
before to stimulate business. @, This is not the time to cur- 
tail your advertising to the Trade. If your product can he 
sold at a profit—the Trade will handle it—and push it. 
But you must tell a convincing story first. G. And that con- 
vincing story, told in a Hearst Business Magazine, will reach 
an audience already convinced that the application of 


intelligent thought will make their own business better. 


-* Hearst 


INVENTOR OF 
LINOTYPE DEAD 


New York, Aug. 13—Phillip Tell 
Dodge, who made advertising on its 
present scale possible through the 
development of the linotype, and 
who also played an important role in 
the perfection of the typewriter, died 
at his home at Rye, N. Y., August 
8, at the age of 80. 

He served as president of the Mer- 
genthaler Linotype Company, the 
International Paper Company, the 
Royal Typewriter Company and the 
Columbia Phonograph Company. 

As patent attorney for the Rem- 
ington Arms Company, he filed pa- 
pers to protect improvements in the 
writing machine. He took advantage 
of the typewriter in making out the 
application for patents. A few days 
later, the papers were returned with 
the information that all such claims 
must be made in hand writing. 

He helped perfect the typesetting 
machine in the face of strong oppo- 
sition from printers. He served the 
Mergenthaler Linotype Company as 
president for 37 years and was suc- 
ceeded by a son, Norman Dodge, on 
his retirement in 1928. 


Four Newspapers 
Offer Second Color 


Four newspapers offered a second 
color to advertisers during the past 
week. 

They are the Decatur (Ala.) 
Daily, Alhambra (Calif.) Post-Ad- 
vocate, Daytona Beach (Fla.) News- 
Journal and El Paso (Texas) Times. 


Send Art Director 
on European Trip 


Accompanied by Miss Rose Ben- 
bow, of the merchandising staff, 
Jules Lippit, art director of the A. 
D. V. Company, New York, is en 
route to Europe. 

They will visit England, France 
and Germany to study trends in art. 


Advertise Honesty 


Capitalizing the return of a jewel 
case to its owner by one of its driv- 
ers, the Parmelee System, New York, 
has launched a campaign featuring 
the honesty of its chauffeurs. The 
World Wide Advertising Corporation 
is placing the copy. 


Retail Sales Up 


The Masion Blanche, New Orleans 
department store, reports 24,845 
more customers in July than a year 
ago. It used 57,659 lines in an eve- 
po 3 paper and 53,469 in a morning 

aily. 


Altorfer Bros. 
Enter National 
Washer Field 


Peoria, Ill, Aug. 13—Silas H. Al- 
torfer, president of Altorfer Bros. 
Company, has announced the ap- 
pointment of Erwin, Wasey & Co., 
Chicago, as its agency for national 
advertising for A. B. C. washers. 

“We are laying plans for a na- 
tion-wide program of intensive sell- 
ing and advertising,” said Mr. Al- 
torfer. 

“Our new model wingerless wash- 
er, which we have just introduced at 
a price in line with present day de- 
mands, has met with wide-spread 
approval and we are stepping up 
our production to keep pace with the 
sales which we know are coming.” 


Retailer Announces 
House to House Plan 


Sam Bonart, Inc., clothing re- 
tailer of New Orleans, turned loose 
a crew of house-to-house canvassers 
August 12. The advertising offers 
Broadway shirts, Westminster socks, 
Regatta underwear, and other ad- 
vertised brands. 

The salesmen, working on 10 per 
cent commission, are secu 
through classified advertising. 
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SKELETON LAYOUT FOR “UNIT DISPLAY” 


YOUR DOLLAR BLYS MORE AT A KROGER STORE 


Move Display Service Offer Libel Insurance 
The Kenneth C. Finke Window The Employers Reinsurance Corp., 
Display Service, Sioux City, Ia., has| Kansas City, Mo., has developed a 
moved its office and warehouse to| libel insurance policy for news- 
101 Commerce Building lobby. papers. 


JOHN HANCOCK SERIES 


To Junior Executives 


The JOHN HANCOCK FAMILY 
INCOME PROVISION might have been made to order for you. 


You are going ahead in business. Promotions will come 
and with them the realization of your plans for your family. 


It is to help you go ahead confidently with these plans that 
the Family Income Provision was devised. Applied to standard 
John Hancock policies of $5000 or more, subject to Company 
regulations, this Provision guarantees your family, if you should 
not be here to see them through, an annual income of twelve per- 
cent of the amount of the life insurance, until your youngest 
child is self-supporting. 


Upon expiration of the Family Income payments, the 
face value of the policy becomes the property of the beneficiary, 
either in cash or as income, according to the terms of the policy. 


Secure your family’s future with a John Hancock Family 
Income Provision, which can be added at moderate cost to 
standard John Hancock Life Insurance, either on policies 
already in force or on new insurance. 


Talk to a John Hancock representative or write for our 
booklet describing this plan. 


3 FAMILY INCOME PLANS 
20-YEAR PLAN — where the children are very young. 


where the children are older and their period of 
15-YEAR PLAN — 3 cadeney shorter. 


where the children have reached their “teens” and 
10-YEAR PLAN —a still shorter period of family income will be 


needed, 


LiFe INSURANCE COMPANY 


OF BOSTON. MASSACHUSETTS 


Joun Hancock Inquiry Bureau, 197 Clarendon Street, Boston, Mass. 
Please send me your booklet, “Income for the Family.” 


Name 


Address 


A.A. 


OVER SIXTY-EIGHT YEARS IN BUSINESS 


ADVERTISING AGE 


August 15, 1931 


KROGER CHAIN 
ADOPTS ‘UNIT 
ADVERTISING’ 


Gives Standardization and 
Flexibility, Too 


Cincinnati, O., Aug. 13—Both to 
simplify the advertising problem of 
branch managers and to insure uni- 
formly effective copy that will follow 
the “style” established by the organ- 
ization, the Kroger Grocery & Bak- 
ing Co., food chain with headquar- 
ters in this city, has inaugurated 
the “unit advertising system.” 

The innovation is credited largely 
to Grant M. Webster, formerly ad- 
vertising manager of Sears, Roebuck 
& Co., and later merchandise coun- 
selor of the Wisconsin News, Mil- 
waukee. Mr. Webster became adver- 
tising manager of the Kroger organ- 
ization in January, 1931. 


The “unit system” is so named 
because each advertisement is made 
up of a group of various size spaces 
all of which are multiples of the 
basic No. 1 unit—two column inches. 

Its flexibility and simplicity en- 
able branch advertising managers 
to prepare for the stores in their 
territory copy that tells all of the 
essential facts about each item in 
the allotted space which is well bal- 
anced in relation to the completed 
advertisement. 


A strong signature runs across 
the top of each advertisement in the 
same script that appears on the 
store windows, with the _ slogan, 
“Your dollar buys more at the Kro- 
ger store,” across the bottom. 


Improve Copy Standards 


Mr. Webster believes food copy 
has been somewhat below the stand- 
ards established by many other lines. 


“The usual food advertisement 
contains one or two feature illustra- 
tions, sometimes no illustration at 
all, and large amounts of heavy type 
carrying the name of the item and 
the price, largely the latter,’ he 
said. 


“In planning the unit system we 
made a study of advertising through- 
out the country—food, department 
store and all other advertising—and 
found that department store adver- 
tising, in its appeal to women, who 
constitute over 85 per cent of our 
customers, stressed headline, price, 
illustration and descriptive copy. 


“Consequently we have empha- 
sized these four fundamentals in 
every unit from No. 1 up to the 
largest size.” 


The Unit System consists of a per- 
manent book for reference which 
contains an instruction sheet, 44 
skeleton layouts, grocery units ar- 
ranged by weeks as suggested in the 
“Sales Plan” based on the 13-month 
year, Meat Units, and Produce 
Units; stock of numbered skeleton 
layouts for use in laying out the ad- 
vertisements; loose sheets of units 
for clipping and pasting on skeleton 
layouts; mats of all Unit System 
cuts grouped by size and arranged 
numerically for filing; and file fold- 
ers for numerical filing of unit mats. 


Having selected a skeleton layout 
of the shape and size desired, the 
branch advertising manager chooses 
units that will best advertise the list 
of items given him, the branch man- 
ager having indicated the products 
to receive special attention. 


How It Works 


For instance, advised that ham 
is to head the advertisement, the 
branch advertising manager takes 
from the file a ham unit to fit the 
large space. If “Easter eggs” are 
next in importance, the Easter egg 
unit is selected to appear next to 
the ham unit. 

Following this, French coffee, 
fruits and vegetables, pastry flour, 
pineapple, cane sugar and layer cake 
units are selected. To this the meat 
and egg units are added, and the 


HERE IS THE COMPLETED ADVERTISEMENT 
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work is completed by filling in the 
remaining spaces with “line items.” 

Caslon Bold has been specified 
for Kroger advertisements on the 
ground that it is a good-looking, 
easily-read type which is almost uni- 
versally available, being used by 
over 90 per cent of the newspapers : 
in the United States. A neat Gay Supreme Court of the United States 
around the feature “unit” and a thin will probably rule on the multiple 
line between the columns have been | @!7Ure policy of the Federal Food 
made standard in all Kroger copy. | 2nd Drug Administration and the 


ral 1 erine. 
The illustrations, executed by W. Feseret Tas on comaneee 


E. Mackelfresh, Jr., Inc., Cincinnati, Bg BBs poePho seca oye 
pagar A = foods as they appear cision of the Circuit Court of Ap- 
oo B.. 1 nga at times' neals for the Seventh Circuit hold- 


: The copy is| ing the margarine tax was properly 
written accurately to describe the! javieg against it. 


merchandise and to appeal to the| The company alleged in its peti- 


reader’s appetite. Price is always | tion that the classification made by 
conspicuously displayed. |the tax law is based upon whether 
A complete new set of “The Unit! the color of a food is natural or 
Advertising System” is issued four | artificial. This classification, it 
times a year. The collection of art|urges, is arbitrary, unreasonable 
and copy in the advertising library | and constitutes class legislation. 
is augmented almost daily. Uni-| W. G. Campbell, director of regu- 
formity of size and treatment pre-| latory work, recommended that the 
vents obsolescence. | Department of Justice appeal a de- 
“One of the most important fea- cision involving the National Rem- 
tures of the unit system,” said Mr.|edy Company. 
The Court of Appeals of the Dis- 


Supreme Court 
will Consider 
Margarine Tax 


Washington, D. C., Aug. 13—The 


Webster, “it its ability to fit Kroger | : : \ 
advertising to local conditions. Cli- trict of Columbia ruled that while 
matic conditions in Madison, Wis.,|the Food and Drug Administration 


and Memphis, Tenn., on the same. 


day often make the use of the same 
copy impossible. 

“The ‘Unit Advertising System’ is 
the medium by which uniformity of 
appearance and appeal in Kroger 
advertising everywhere can be se- 
cured with a minimum of mental 
effort and expense and a maximum 
of advertising and sales co-ordina- 
tion.” 


might lawfully make multiple seiz- 
ures in certain classes of cases, it is 
within the discretion of an equity 
court to enjoin such seizures. 


Golfers At It Again 


The Western Advertising Golfers’ 
Association will hold a tournament 
at Butterfield Country Club August 
21. H. G. Schuster, Chicago Daily 
News, is accepting reservations. 


IN THE “GOOD OLD DAYS” 


Here is the way Junior got his shoes a couple of decades ago, 
J. B. Scarborough, advertising manager of the American Magazine, 


points out by way of contrast with the lad’s prestige today. 
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r 
_ AV beve 
The have the 
rates bi Ss 0 
tiple gimmes — 
Bs: and the ‘‘getsies” 
. too. ‘Listen dad,” 
+“ says young Bob 
“Ap- Harper, ‘We've just got 
oo to have an outboard this sum- 
, mer,’ and he gets it, not on 
‘ the spot maybe—but next week 
ther sure. Boys have a way with them. 
' % They get what they go after. They 
rable go after what they want—and they want 
aad what they read about in their own magazine. 
the 
 de- Just who did select the new car after all? 
ge: Whose idea was the new oil burner that elimi- 
a8 nated the coal hod chore? Who lugs the whole 
ree family to the pictures on a stormy night? It's amazing 
ree the influence of the boy on family preferences. He knows 
juity what's latest, knows all a product's merits and he’s the most 
enthusiastic wanter on earth, And who among us likes to 
| disappoint a youngster? 
_ Personal wants are unending. Readers of The OPEN ROAD 
igust for BOYS Magazine, for example, use $4,000,000 worth of footwear 
‘oe: a year, $60,000,000 worth of clothing — they personally spend over 
—— $4,000,000 a year on candy bars and over $7,000,000 on movies — yet 
this is to be expected from a group whose total yearly income exceeds nine 
hundred million dollars. 
All products for boy consumption — most products for general family con- 
sumption can be sold easiest, quickest and with lowest selling costs through the 
medium of boys’ magazines. Reaching the boy market is The OPEN ROAD for BOYS 
Magazine, a mighty medium, a truly extraordinary medium, one whose record for adver- 
p tisers is utterly sensational — quite unapproached. We'd like, awfully, to tell you the 
story — and you'd like it too. 
OPEN LOS ANGELES BOSTON 
T Hallett E. Cole E. A. Piller 
; A. AD“ DOYS 846 So. Broadway 130 Newberry St. 
bs ROA U.S. GLEASON, Advertsing Manager Dwvtaht Heo Poul F Herik 


122 East 42nd Street, New York City 100 N. LaSalle St. 823 Powers Bldg. 
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PATROL APPEAL 
BOOSTS SALES 
OF MOTORCYCLES 


Milwaukee, Wis., Aug. 13—The 
new police copy of the Harley- 
Davidson Motor Company, manufac- 
turer of the motorcycle of that name, 
has increased police sales to 30.8 per 
cent of the total, against 11.9 per 
cent commercial and 57.3 per cent 
pleasure, Walter E. Kleimenhagen, 
advertising manager, announced. 

In its police copy, the company 
has practically abandoned competi- 
tive selling, concentrating on the ar- 
gument tiat more motorcycle police- 
men wiil end or minimize the grow- 
ing toll of human life from automo- 
bile accidents. 

The copy takes its cue from a 
booklet called “The Bloodiest Page 
in American History.” This promo- 
tion piece asserts that for every per- 
son killed by crime, three die by 
automobiles. 

The publication copy ties in with 
the argument that motorcycle police 
are the surest safeguard against au- 
tomobile casualties. 


Salutary Effect 


“No one speeds or drives reck- 
lessly when there is a motorcycle offi- 
cer about,” said one advertisement. 
“One glimpse of his uniform or 
motorcycle makes every one drive 
earefully. And it’s the reckless 
driver who causes 90 per cent of the 
fatal accidents. 


“Cities with the lowest auto fatal- 
ity records have traffic patrols—most 
of them riding Harley-Davidson mo- 
torcycles.” 


The Harley-Davidson advertising 
is handled by Klau-Van Pietersom- 
Dunlap-Associates, who have di- 
rected this account for 22 years. 
The police advertising is running in 
American City, Public Safety, and 
State Trooper, while commercial ad- 
vertising appears in Southern Phar- 
maceutical Journal, Southeastern 
Drug Journal, Drug Topics, and 
Southern Automotive Journal. 

The pleasure advertising runs in 
the Pacific Northwest Farm Trio, 
News-Stand Group, the Street & 
Smith Combination and Popular Me- 
chanics, Modern Mechanics and 
Country Home. 


The company also maintains a 
mailing list of 40,000 city officials to 
whom eight mailings are made every 
year. ; 


Former Editor of 
“The Outlook” Dead 


Ernest Hamlin Abbott, for many 
years editor of The Outlook, New 
York, died August 8 at his summer 
home at Corwall-on-Hudson. He was 
62 years old. 

Educated for the ministry, Mr. 
Abbott forsook his early ambition 
for a career as editor and journal- 
ist. He joined The Outlook in 1902 
and served as editor-in-chief from 
1923 to 1928, when he became asso- 
ciate editor of The Outlook and In- 
dependent. He was secretary of the 
company for 15 years and a director 
for a longer period. 
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Add Inspectors 
to Enforce Tax 
in New Jersey 


Trenton, N. J., Aug. 13—Robert 
Chapman, director of the New Jer- 
sey Billboard License Bureau, has 
added six inspectors to his staff in 
an effort to enforce the state tax 
on outdoor advertising. A number 
of complaints have been received 
since the law took effect. 

Most of these, Mr. Chapman said, 
were from advertisers and poster 
companies complying with the law. 
They alleged that many competitive 
concerns were using outdoor adver- 
tising without complying with the 
provision that they obtain a license 
and pay a tax of 3 cents a square 
foot. 

Circus and other types of adver- 
tising were said to have been one of 
the problems difficult to handle. In 
some instances, it was stated, tax 
payments have been evaded and in 
others there has been a failure to 
remove or cover the posters after 
the event advertised has been held. 

Instructions have been issued to 
the new inspectors to remove all ad- 
vertising not in full compliance with 
the law, declared Mr. Chapman. By 
this method, he pointed out, the 
highways will soon be cleared of 
illegal postings. 

The inspectors were named from 
a civil service list and replace tem- 
porary appointees. 


New Orleans Copy 
Runs Close to Home 


New Orleans is diversifying its 
advertising campaign this month by 
using Louisiana weeklies and semi- 
weeklies. 

The copy asks suggestions as to 
how New Orleans can assist in 


county or parish development for}. 


mutual benefit. 


Texas Company Finds 
Use for Salt Water 


The $2,000,000 chemical plant of 
the Texaco Salt Products Co., sub- 
sidiary of the Texas Company, be- 
gan operation August 10 at West 
Tulsa, Okla. It is extracting a score 
of products from oil well salt water. 


New York 


ADVERTISING 
AGENCY] ES 


need i 


The Standard Advertising Register with 
its monthly supplements keeps you posted 
on NEW ACCOUNTS and CHANGES IN 
OLD ACCOUNTS. No alert agency can 
afford to be without Standard Service... 


send for particulars. 
NATIONAL REGISTER PUBLISHING CO. 


853 Broadway 140So.DesrbornSt. 
Chicago 


1226 Ruse Build 
San Francisco, C. 


7 Water St. 
Boston, Mass. 


STARS GLITTER 
AT BOSTON MEET 


Boston, Mass., Aug. 13—A galaxy 
of merchandising experts will gleam 
at the Boston Retail Conference to 
be held September 14-16, the com- 
pleted program reveals. The Adver- 
tising Federation of America is one 
of a score of organizations co-op- 
erating. 

Lewis W. Waters, vice-president 
of General Foods Corporation, will 
discuss “Influence of Scientific Re- 
search on Methods of Food Distri- 
bution.” R. B. Alspaugh, of the Uni- 
versity of Chicago, will throw light 
on “Consumers’ Attitude Toward 
Special Sales.” 

Arthur Brisbane, widely known 
editorial writer for the Hearst 
Newspapers, will give his views on 
“The Consumer and Retail Distri- 
bution,” while the program will be 
further graced by a number of chain 
store chiefs, Government experts 
and editors. 

The business paper field will be 
represented with “1932 Headlines as 
Foreseen by the Business Press.” 
Among those who will peer into the 
future are Louis Fairchild, of the 
Fairchild Rablications; Ernest C. 
Hastings, Dry Goods Economist; 
Bertram Reinitz, Garment Review; 
and O. Fred Rost, The Business 
Week. 


‘Life’ Makes 
40 Per Cent 
Cut in Rates 


New York, Aug. 13—The Life 
Publishing Company has announced 
a 40 per cent reduction in advertis- 
ing rates, effective September 1. 

“Buyers of space,” said the com- 
pany, “will not fail to note that 
Life’s rate reduction conforms to a 
number of inescapable suggestions, 
such as those expressed in the reso- 
lutions adopted by the Association 
of National Advertisers.” 

These resolutions, first adopted at 
the 1930 meeting in Washington, 
and re-affirmed at the semi-annual 
gathering in Detroit in April, 1931, 
urged publishers to “reduce present 
rates to the end that the use of 
publications as a factor in building 
business may be more profitable.” 
The A. N. A. added: 

“Be it further resolved, that the 
association heartily commends pub- 
lishers who responded to the request 
contained in its resolution of No- 
vember, 1930.” 


Carroll Promoted in 
Scripps-Howard Changes 


Frank T. Carroll has been pro- 
moted to the general offices of the 
Scripps-Howard Newspapers and 
has been succeeded as business man- 
ager of the Pittsburgh Press by 
Frank G. Morrison, who has been 
business manager of the Indian- 
apolis Times. 

Earl D. Baker, of the Washing- 
ton News, succeeds Mr. Morrison 
and in turn is succeeded as business 
manager by Nelson B. Poynter, who 
has been advertising manager. 


Deny Trade-Mark 
To Gambling Device 


The Indiana Secretary of State 
may not lawfully register a trade- 
mark to be applied to a product 
commonly recognized as a gambling 
device, the Attorney General ruled. 

A trade-mark must not transgress 
the rules of morality or public pol- 
icy, he added. 


In Retail Field 


After five years as assistant ad- 
vertising manager of B. Kuppen- 
heimer & Co., Chicago, Eugene Um- 
land has become advertising man- 
ager of the Kennedy Company, 
operating 10 New England clothing 
stores. 


With Pedlar & Ryan 

Frank Coutant, who has conducted 
his own marketing agency in New 
York, has joined Pedlar & Ryan, 
New York agency. 
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TO ADDRESS DEALERS 


Arthur Brisbane, brilliant edito- 
rial writer for the Hearst News- 
papers, will be one of the speakers 
at the Boston Retail Conference in 
September. 


Court Bans Use 
of Sectional 


Trade-Marks 


Chicago, Aug. 13—Registration 
of a trade-mark in a State does not 
affect the rights of a marketer to 
the exclusive rights it has enjoyed 
heretofore, the Circuit Court of Ap- 
peals for the Seventh District held 
in confirming a lower court’s deci- 
sion enjoining 18 coal dealers of 
Indianapolis from selling coal as 
“Pocahontas” coal unless it is pro- 
duced in the Pocahontas coal field. 

The trade-marks registered in In- 
diana include ‘“Semi-Pocahontas,” 
“Pocahontas Fractured,” “Banner 
Pocahontas” and “Wonder Poca- 
hontas.” 

“Unless this statement were 
true,” said the court, “one having 
valuable property in a trade name 
might be readily deprived of it 
through ex parte registration of the 
name by another in some jurisdic- 
tion for a different product.” 

As to the contention that the 
American Coal Company did not 
come into court with clean hands, 
because it advertised Pocahontas as 
“smokeless,” the court delivered it- 
self of this decision, of peculiar in- 
terest to many critics of advertis- 
ing: 

“The evidence was that ‘smokeless’ 
was used in the comparative sense 
—that there is more or less smoke 
in all coal, but that compared with 
that vast amount of bituminous 
coal which emits large volumes of 
smoke, Pocahontas may properly be 
termed ‘smokeless.’ 

“This explanation, as applied to 
Pocahontas coal, is reasonable and 
is evidently well understood by the 
trade. We do not think that decep- 
tion or bad faith inheres in its use.” 


Issue Bibliography 
of Market Research 


The Bureau of Business Research, 
University of Illinois, Urbana, has 
issued “A Market Research Bibliog- 
raphy.” 

While the 64-page volume does 
not purport to be complete, it makes 
available a large fund of infor- 
mation. 


Texas May Tax Chains 


Bills introduced in the Texas 
Legislature would tax chain stores 
$100 each and levy a sales tax of 
10 cents per pound on olemargarine. 
Another bill would repeal the ciga- 
rette tax which becomes effective 
August 22 


Fight Motor Taxes 


Protests against proposed restora- 
tion of a Federal sales tax on motor 
vehicles and motor fuels have been 
received by the Department of the 
Treasury from automobile clubs 
throughout the country. 


Lepers Issue Paper 


Lepers in the National Leprosa- 
rium at Carville, La., have begun 
publication of “Sixty Six Star,” a 
7 newspaper in mimeographed 
orm. 


ROBERT COLLIER 
GIVES FORMULA 
FOR SELLING 


New York, Aug. 13—In his pref- 
ace to “The Robert Collier Letter 
Book,” newly published by the Mc- 
Graw-Hill Book Company, Mr. Col- 
lier defines the fundamental prin- 
ciple responsible for his outstanding 
record of achievement in the direct 
selling field as follows: 

“Familiarity with the thing you 
are selling is an advantage, but the 
one essential without which success 
is impossible in selling by mail or 
in person, is a thorough understand- 
ing of human reactions. 

“Study your reader first—your 
product second. If you understand 
his reactions, and present those 
phases of your product that relate 
to his needs, you cannot help but 
write a good letter.” 

Mr. Collier intended his book for 
the business man who knows the 
theory of letter writing but is look- 
ing for more effective ways of put- 
ting it into practice. It is an in- 
dexed volume of 434 pages, which 
the author describes as his log book 
of a long and varied experience in 
selling everything from coal to 
hosiery. 


Analyzing Sales Effort 


The author’s analysis divides a 
direct mail piece or other selling 
effort into the opening—the descrip- 
tion or explanation—the motive or 
reason why, the proof or guarantee, 
the snapper or penalty and the close. 
When long experience makes these 
elements second nature to the expert, 
the author says, they may be effec- 
tively mixed and lost in one grand 
goulash. 

Mr. Collier attributes much of his 
success to emphasis put on the snap- 
per or penalty, which he defines as 
the means employed to get immedi- 
ate action by holding over the read- 
er’s head the loss in money or pres- 
tige or opportunity that will be his 
if he does not act at once. 

To illustrate this and other points, 
the book reproduces many sales let- 
ters actually used, together with a 
statement of conditions applying and 
results secured. In some cases, the 
successful letters are preceded by a 
horrible example, for which the dis- 
couraging results are also recorded. 


Germans Are 
Learning about 


Direct Selling 


Berlin, Aug. 13—Another “crisis” 
is being introduced here by Ameri- 
can companies, which are employing 
students for house-to-house canvas- 
sing to develop live prospects which 
are closed by experienced salesmen. 

The German companies are watch- 
ing this experiment with much in- 
terest and considerable trepidation. 
German consumers, too, were re- 
ported to be baffled at first as to 
the reasons for this invasion of 
their homes, but are now entering 
into the spirit of the thing. 

There are no national restrictions 
against house-to-house selling, but 
there are numerous local regulations 
providing that peddlers must take 
out licenses. The use of students 
for canvassing circumvents these 
laws. 

The companies using the system 
also point out that it is boon to poor 
but ambitious students. 


Fight Margarine Tax 
The Wesson Oil Company has 
filed an injunction proceeding to 
test the validity of the South Da- 
kota tax of 5 cents a pound on lard 
een, which became effective 
uly 1 


Plan Toy Campaign 


Magazines, newspapers and trade 
papers will be used by the Dauchy 
Company, New York, the new 
agency for the Durable Toy & Nov- 
elty Corp., in a fall campaign. 
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While You Are Waiting 
or MAGAZINE COSTS 


o Come DOWN 


COMPARE 
With Any 
Other Magazine 


HOW MUCH? 


Liberty averaged 2,401,416 weekly 
circulation for 1930, 2,501,130 for 
the first quarter of 1931. 


WHOPp 


Liberty is deliberately edited for 
both men and women. It is read by 
2,750,000 men and 3,009,000 
women. Result records have been 
broken for men’s and women’s 
products alike. 


80% of all Liberty families above $2,- 


000 income class 65.8% U. S. average 
52% own homes 37% U.S. average* 


84% have telephones 
39% U.S. average 


58% have radios 46% U.S. average 


50% have vacuum cleaners 
37% U.S. average 


34% have electric washers 
29% U.S. average 


15% have mechanical refrigerators 
8% U.S. average 


*In cities covered by Starch Survey 


WHEREP 


Liberty concentrates three-quar- 
ters of its circulation in cities over 
25,000 population. Liberty places 
more citculation here (where 
three-quarters of all retail business 
is done) than any other magazine. 


HOW READ? 


Liberty is wanted enough by its 
readers, that 99% of them buy vol- 
untarily week after week. No ex- 
pensive subscription crews are nec- 
essary to sign up readers 6 months 
or a year or two in advance. 99% 
single copy circulation is 99% 
guaranteed-to-be-read circulation. 


Then, instead of burying 90% of 
its advertisements after the start 
of the /ast story, Liberty alternates 
advertisements and story leads 
throughout the book. Surveys show 
this nearly doubles readers-per- 
advertisement. 


dH L 


ALIITVNO NOILVIAOAIO AO ADVDILSAUAVA 


T is true that magazine costs, on the average, 

have decreased but a fraction of a per cent 

while commodity prices have dropped 30 per 
cent. 


But many publishers have met the situation 
by increasing the physical value of their maga- 
zines. They feel, and perhaps rightly, that con- 
ditions for them are already adjusted. 


In the Meantime, You Must Make Sales 


With appropriations being put on a Post- 
Depression basis, the problem of increasing 
dollar coverage becomes acute. For such appro- 
priations Liberty now offers one answer. 


Liberty’s cost, unlike that of any other mag- 
azine, has dropped 35 per cent during the past 
five years. 


And now, like many other magazines, 
Liberty offers a vastly improved physical 
property. 


Over a Quarter Million More for Better 
Paper and Editorial Contents 


Since Liberty became a Macfadden maga- 
zine in April, paper stock improved on two 
separate occasions. Just closed, now, is a new 
paper contract, the largest quality paper order 
ever placed by a single magazine, to take effect 
beginning January, 1932. This involves an ex- 
pense of $160,000 more a year. 


In addition, editorial, art and manuscript ac- 
tivities—already successful in building the most- 


asked-for magazine in America—are being 
stepped up to the tune of $100,000 more a year. 


What Your 1931-32 Dollar Buys: 


RD Se al ee 565 families 
Average of 3 Other Weeklies 377 families 
Average of 2 Monthlies . 391 families 
Average of 6 Women’s Magazines 285 families 


Think what Liberty’s new. management 
throws open to Post-Depression appropria- 
tions now: 


50 per cent more coverage than in other Weeklies 
45 per cent more coverage than in Monthlies 


98 per cent more coverage than in Women’s Mag- 
zines 


What Do They Think of It? 


Within 60 days of Liberty’s purchase an- 
nouncement carrying the assurance of an im- 
proved book plus continued low rates, 92 ad- 
vertisers and 58 agencies had sent in $1,521,677 
worth of new orders. 


A gesture of good will, perhaps, but more 
likely a reflection of hard pressed appropria- 
tions suddenly faced with an opportunity to do 
50% to 100% better than elsewhere. 


One of them says: “Liberty is giving Adver- 
tising a chance to get on the job for Business— 
” 
now. 
Write without obligation for booklet: “To every man 
with $1 to spend in advertising.” Liberty Magazine, 2701 
Graybar Building, New York City. 


AMONG ADVERTISERS NOW APPEARING IN LIBERTY 


American Safety Razor Corp. 
American Tel. & Tel. Co. 
American Tobacco Co. 
Axton-Fisher Tobacco Co. 

B. V. D. Co. 

Barbasol Co. 

Bauer & Black 

Beech-Nut Packing Co. 
Borden Co. 

Bristol Myers Co. 


Brown & Williamson Tobacco Co. 


Chesebrough Mfg. Co. 

Chi., Mil., St. Paul & Pac. R.R. 
Chrysler Motors Corp. 
Cluett-Peabody & Co. 
Coca-Cola Co. 

Columbia Pictures Corp. 
Crosley Radio Corp. 

R. B. Davis Co. 

Jos. T. Dixon Crucible Co. 
Encyclopaedia Britannica, Inc. 


Ethyl Gasoline Corp. 
Florida Citrus Exchange 
General Motors Corp. 
Gillette Safety Razor Co. 
Alexander Hamilton Institute 
Hewes & Potter 

Hinze Ambrosia, Inc. 
Chas. E. Hires Co. 
Houbigant, Inc. 

Indian Refining Co. 
International Mercantile Marine 
Jantzen Knitting Mills 
Johnson & Johnson 
Kellogg Co. 

Kolynos Co. 

Kress & Owen Co. 
Lambert Pharmacal Co. 
Larus & Bros. Co. 

Lever Bros. Co. 

Mennen Co. 

Philip Morris & Co. 


Northwestern Yeast Co. 
Norwich Pharmacal Co. 
Parker Pen Co. 
Pepsodent Co. 
Pompeian Co., Inc. 

R. C. A.-Victor Corp. 

R. J. Reynolds Tobacco Co. 
Sinclair Refining Co. 

A. G. Spalding & Bros. 
Stanco, Inc. 

A. Stein & Co. 

Texas Co. 

Vapo Cresolene Co. 
Veldown Company, Inc. 
Wander Co. 

G. Washington Coffee Co. 
L. E. Waterman Co. 

R. L. Watkins Co. 
Western Clock Co. 

W. F. Young Co. 

Zonite Products Corp. 


Liber Cy. -- a weekly for the whole Family 
PRICED FOR POS7-DEPRESSION 
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DRUGGISTS WANT 
TO SELL DRUGS 


Miami, Fla., Aug. 13—“Back to 
Pharmacy” was the slogan stressed 
at the convention of the American 
Pharmaceutical Association at its 
convention here. President Chris- 
tensen deplored the commercializa- 
tion of druggists. 

“Free deals” were condemned by 
several speakers, who said this prac- 
tice is the chief weapon of many 
manufacturers in competition with 
nationally advertised lines. The less 
advertising done, the bigger the free 
deal, it was indicated. 

“The problem confronting phar- 
macy,” said Mr. Christensen, “is to 
discover the happy medium between 
professional and _ merchandising 
trends. There never has been a 
greater need for stressing the pro- 
fessional side of pharmacy than to- 
day. . 

“The retailer, in many cases 
through necessity, has developed into 
a dealer in toys, a purveyor of food, 
and vies with the tobacconist, usurps 
part of the clothier’s business, com- 
petes with the confectioner, aids in 
the postal business, weighs you for 


a penny, rents you a book to read, 


and conducts a free information 
bureau. 
“The American Pharmaceutical 


Association is peculiar fitted to lead 
a ‘back to pharmacy’ crusade. The 
first step is to convince pharmacists 
themselves of the opportunities they 
have been overlooking. Even a mer- 
chandising pharmacist can succeed 
better by stressing professional 
aspects of the business. 

“The second step is to counteract 
loss of prestige with the public as a 
result of the era of over-merchan- 
dising. Only a thorough-going pub- 
licity campaign can accomplish this.” 


Sugar Copy Runs 


in Seven Cities 
The San Francisco office of Fuller 
& Smith & Ross announced that the 
campaign for C and H Menu Sugar, 
made by the Californian & Hawaiian 
Sugar Refining Corp., Crockett, Cal., 
is now running in seven cities. 
They are Kansas City, St. Louis, 
Chicago, Minneapolis, St. Paul, 
Wichita and Oklahoma City. News- 
oapers and outdoor advertising are 
being used. 


Open Chicago Branch 
The Advertising Agencies Foreign 
Language Service, New York, has 
opened a branch at 140 S. Dearborn 
street, Chicago, in charge of Frank- 
lin E. Wales, vice-president. 


RIT PRESENTS PROOF OF THE PUDDING 


RES oe 


The Rit Products Corp., Chicago, is showing a sample of cloth dyed with Rit in a 
campaign in car ‘cards and on elevated platforms. A part of the card was ingeniously 


OUTLGDK 


Will Pay $100% 


for the Most Interesting and Intelligent 
Answer to this Question: 


“Why didn’t this advertiser use the Outlook?” 


Below is a diagram comparing the Outlook with six magazines on this 


advertiser’s list. 


The markets represented by these seven are approxi- 


mately the same as judged by the usual media yardsticks. Each has a 


net total circulation under 150,000. 


. . The chart shows their increase 


and decrease in circulation since 1928. Also the relative page cost per 


thousand. Key is found below. 


OUTLGOK 
<= +27% 


e Black shaft indicates percent of circulation increase or decrease since 1928. 


Z| en Day Flag indicates cost per thousand. The higher the flag the higher 
the cost. 


He couldn’t answer it—Perhaps you can. 


This is only one of many cases where national advertisers are buying 


markets similar to the Outlook at far greater cost. 


We seek an ex- 


pression on why such important buying merits as cost and reader 
acceptance should not be considered when purchasing space... . 
The Outlook Company will pay $100 for the most intelligent and 


interesting answer. 
is eligible. 


_ Any person in the advertising or marketing field 
Answers should be written in letter form in not more than 


200 words and must be received in the New York Outlook office before 


October 1, 1931. 


Francis R. Bellamy, Editor-Publisher, and Albert S. 
Whidden, Advertising Manager of Outlook, will be the judges. 


Their 


decision will be final and will be announced as soon after October Ist 


as possible. 


OUTLOOK . 


120 East 16th Street. 


New York City 


Export Copy 
Is Subject in 
Essay Contest 


New York, Aug. 14—“What Ad- 
vertising Can Do for American 
Products in Foreign Markets” is 
this year’s subject for the annual 
essay contest of the Association of 
Advertising Men. The winner of the 
contest receives the G. Allen Reeder 
cup, awarded by the head of the 
foreign advertising agency of that 
name. 

There are also. several other 
prizes, the highest being $100. The 
essays are limited to 2,500 words 
and the contest closes November 1, 
1931. Only young advertising men 
who hold no title or executive posi- 
tion are eligible for the contest. 

The judges are Lee H. Bristol, 
vice-president of the Bristol-Myers 
Company, and president of the As- 
sociation of National Advertisers; 
Joshua B. Powers, president of the 
Joshua B. Powers Company; Gladys 
Liggett, export manager of the 
Three-in-One Oil Company; Charles 
Fisher, export manager of Standard 
Brands, Inc.; Edwin Seymour, vice- 
president of All-American Publish- 
ers Representatives; O. C. Prescott, 
export manager of Menley & James, 
Inc.; 

W. F. Earls, advertising man- 
ager of the United States Rubber 
Company; W. S. Sutfin, export ad- 
vertising manager, Remington Arms 
Company, and S. A. Mayo, assistant 
advertising manager of the Hole- 
proof Hosiery Company. 


Plan Convention of 


Alpha Delta Sigma 


The annual convention of Alpha 
Delta Sigma, national professional 
advertising fraternity, will be held 
at the University of Washington, 
Seattle, October 1-3. 

On the same days, Lee Double, 
president-elect of the Seattle Ad- 
vertising Club, will lead a confer- 
ence of advertising clubs of nine 
cities. 

Richard L. Williams, president of 
the Robert W. Jones chapter of 
Alpha Delta Sigma, which will be 
host, is in charge of plans. 


George S. Bailey Dies 


George S. Bailey, advertising man- 
ager of Brown Thomson & Co., de- 
partment store of Hartford, Conn., 
for 35 years, died August 3 in New 
London, following a heart attack 
while on his vacation. He was 79 
years old. 


Jobber in Drive 


Following its purchase of the 
Colorado Supply Co., of Pueblo and 
Trinidad, Colo., the Morey Mercan- 
tile Company, Denver, is staging an 
intensive campaign in those cities. 
Ball & Davidson, Denver, are in 
sharge. 


“Kerfs” Is New 


Kleenex Offering 
Chicago, Aug. 13—The Klee- 
nex Company will place a 
national campaign behind 
“Kerfs,” a new disposable 
handkerchief. The copy will 
argue that Kerfs at 35 cents 
a package are cheaper than 
sending cloth handkerchiefs 
to the laundry. 


DISTRIBUTORS 
LAUD MASS PLAN 


Cleveland, O., Aug. 13—The Ad- 
vertising Distributors of America, 
maintaining headquarters here, are 
contemplating a campaign designed 
to bring further woe to the Post- 
office Department, as the result of 
an address by John B. Barry, presi- 
dent of J. B. Barry & Associates, 
Cleveland, at the organization’s an- 
nual meeting. 

The two-cent stamp on direct mail 
is a needless expense, according to 
Mr. Barry, who urged the associa- 
tion to emphasize the story of “di- 
rect controlled advertising.” 

“A common objection of adver- 
tisers to the ‘mass plan’,” said Mr. 
Barry, “is that it is not dignified. 
The advertiser should invest enough 
in the preparation and production 
of his advertising to make it digni- 
fied. 

“TI can’t see that a few brass but- 
tons on one of Uncle Sam’s mail 
carriers increase the dignity of the 
advertiser or his message, as against 
the same piece of advertising de- 
livered by a member of this associa- 
tion. 

“The mail carrier is merely the 
medium through which the message 
is delivered. The fact that it cost 
the advertiser five times as much to 
get it there doesn’t add dignity, 
either, as postage never added one 
iota to the selling power of direct 
mail. 

“Advertising men say attention- 
value is the first requisite of direct 
mail. With mass plan distributed 
advertising, it is not necessary to 
hide attention-getting ability on the 
inside of an envelope; its intrigue 
is right out in the open for the 
recipient to see.” 


Plant Owners Fight 


Charging violation of an agree- 
ment alleged to have been made 
when he bought their business, 
Harry G. Crawford, outdoor plant 
owner of Mobile, Ala., has applied 
for an injunction to prevent S. R. 
Ratliff from engaging in the poster 
business within 50 miles of that 
city. 


Lewis deVore 
Succumbs to 
' Heart Disease 


Chicago, Aug. 13—Funeral serv- 
ices were held Sunday afternoon for 
Lewis Austin deVore, 38, in charge 
of the district office of Oil and Gas 
Journal, Tulsa, Okla. Mr. deVore 
died suddenly August 7 after a brief 
illness from an organic ailment. 

Funeral services were under the 
direction of Brotherhood Lodge, 896, 
A. F. & A. M. Interment was at 
Neoga, Ill., Mr. deVore’s boyhood 
home, August 10. 

Mr. deVore’s advertising and sales 
work carried him to many parts of 
|the world. He was successively a 
| foreign representative of the Good- 
| year Rubber Company; a member of 
| the advertising staff of the Conklin 
| Pen Company; free lance, and an 
| account executive with the Commer- 
cial Art Engraving Company, in- 
| dustrial advertising agency of this 
| city. He joined Oil and Gas Journal 
| two years ago. 

Mr. deVore was a captain in the 
United States overseas air forces 
during the war. He was a member 
of the National Industrial Advertis- 
ers’ Association. 

Surviving are his widow, his par- 
ents, Mr. and Mrs. A. L. deVore 
and a brother, Kenneth deVore. 


Sell lowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it... one color 

and black in Daily or Sunday news sections 

. . » four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


For Dependable 
Photostat Service 


FA. RUSSO irc. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. Sith St. 
VAnderbilt 3—9975-6-7 
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HOOVEN LETTERS, lnc. 


352 Fourth Ave., New York City 
Lexington 6162 


Estab. 1917 Horace H. Nahm. Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 
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August 15, 1931 


PRACTICE CODE 
FOR PETROLEUM 


Rule on Advertising Practices 
in Industry 


Washington, D. C., Aug. 13—The 
petroleum industry has a new set of 
trade practice rules, it was an- 
nounced by the Federal Trade Com- 
mission, which six months ago re- 
jected all but 3 of the 21 rules set 
up by the industry two years ago. 

The rules in Group I have been 
approved by the Commission; those 
in Group II are accepted as expres- 
sions of the trade. 

Commissioners Hunt and Fergu- 
son dissented to the Commission’s 
decision to rescind its action of Jan- 
uary 30, 1931. 

The new code, drafted by the in- 
dustry in co-operation with the 
Commission, condemns the practice 
of lending or leasing gasoline 
pumps, tanks and other equipment 
to retail outlets as unsound and 
economic and says it “should be dis- 
continued at the earliest possible 
moment consistent with existing con- 
ditions.” 

Until such time as this situation 
can be brought about and only in 
those States in which the practice is 
now observed, gasoline or kerosene 
pumps and tanks, motor oil equip- 
ment and grease outfits (the latter 
not exceeding $50 in cost) may be 
loaned or leased for the exclusive 
storage and handling of the products 
of the lender or lessor, but the bor- 
rower or lessee shall not be prohib- 
ited from handling in other equip- 
ment the products of another sup- 
plier. 


Require Cash Deposit 


Where no equipment is at present 
installed by any company, or where 
additional equipment may be added 
to existing locations, the borrower 
or lessee shall be required to pay 
for the installation of each loaned 
or leased equipment the actual cost 
of installation, and for this pur- 
pose shall make a cash deposit of 
at least $100 in advance for each 
underground unit to be _ installed, 
and shall pay all privilege taxes at- 
taching because of the installation 
or maintenance of such equipment. 

Some of the other rules in 
Group I: 

Rule 2 (formerly Rule 3): 

“No company shall paint over any 
sign or colors of another company 
until it has communicated with the 
company whose signs or colors are 
involved, inquiring whether or not 
the latter has any written contract 
which would be violated by the pro- 
posed painting. 

“The latter company shall respond 
promptly, giving the information re- 
quested; and if it holds a contract 
which would be violated, shall offer 
to submit it for inspection at its 
office. If the contract discloses that 
the proposed painting would consti- 
tute a breach of the contract, the 
painting shall not be done.” 

Rule 3 (formerly Rule 4): 

“Maliciously inducing or attempt- 
ing to induce the breach of existing 
contracts between competitors and 
their customers by any false or de- 
ceptive means whatsoever, or inter- 
fering with or obstructing the per- 
formance of any such contractual 
duties or services by any such 
Means, with the purpose and effect 
of unduly hampering, injuring, or 
embarrassing competitors in their 
business, is an unfair trade prac- 
tice.” 


Ban Substitution 


Rule 4 (formerly Rule 5): 

“All above-ground equipment for 
refined products shall bear in a con- 
spicuous place the name or trade- 
mark of the owner or lessor, and 
no refiner, distributor, jobber, whole- 
saler or retailer shall knowingly de- 
liver into such equipment any re- 
fined product other than the brand 
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FIGHTING COPY 


A HEALTHY SOCK 
aN EACH FIST 


} ts ole aan puoaiie te A t 
has made its name fa- 
mous the world over 


RICHFIELD 


FRE GASGOLENE OF - with deeviked 


Wm. C. McDuffie, receiver for 
the Richfield Oil Co., of California, 
is an energetic advertiser. Here is 
one of his first pieces of copy. 


designated, or in any way be a 
party to the substitution of one 
grade or brand of refined products 
for another.” 

Rule 5 (formerly Rule 6): 

“Lotteries, prizes, wheels of for- 
tune, or other games of chance shall 
not be used in connection with the 
sale of gasoline or motor oils.” 

Rule 6. The Commission substi- 
tuted and approved the following 
for Rule 7, Group I: 

“The selling of goods below cost 
with the intent and with the effect 
of injuring a competitor and where 
the effect may be to substantially 
lessen competition or tend to create 
a monopoly or to unreasonably re- 
strain trade, is an unfair trade 
practice.” 

Group 
Rule 8): 

“On account of the special na- 
ture of service required in supply- 
ing petroleum products to airports, 
no dispensing or storage equipment 
of any kind shall be leased, loaned, 
or otherwise furnished, to airport 
operators or resellers of petroleum 
products, except at full cost, includ- 
ing cost of equipment and storage 
installation.” 

Rule D. (formerly Rule 10): “Ex- 
cept as may be provided in Rule A 
refiners, wholesalers, distributors or 
jobbers shall not construct for re- 
tailers any driveways, canopies, 
sheds, greasing pits, building or other 
structures; do painting other than 
their standard signs or loaned equip- 
ment; make improvements to exist- 
ing structure or facilities; nor fur- 
nish or loan air compressors, greas- 
ing lifts or racks, or other things 
of value except equipment stated in 
Rule 1 hereof, nor bear any part 
of the expense of construction work 
on the premises of resellers, nor 
loan money for the same.” 

Rule E. (formerly Rule 11): “No 
equipment except _ trade-marked 
pump globes and other standard ad- 
vertising shall be loaned to tank 
car buyers or distributors.” 


II—Rule B. (formerly 


Rule on Advertising 


Rule F. (formerly Rule 12): “Re- 
finers, distributors, jobbers, and/or 
wholesalers shall not pay rentals or 
make any allowance for the priv- 
ilege of installing pumps and tanks, 
or for displaying advertising on 
premises where refined products are 
sold.” 

Rule H. (formerly Rule 14): 

“Refining companies, wholesalers, 
distributors, or jobbers may own 
service and filling stations or sites, 
and may lease such stations or sites 
to dealers for purposes of distrib- 
uting its products, provided that 


able return to the lessor upon the 
then fair value of the property for 
filling station purposes.” 

Rule J. (formerly Rule 16): 

“No oil or other thing of value 
shall be given away, or special in- 
ducement granted, on opening days, 
special sale days, or other occa- 
sions.” 

Rule K. (formerly Rule 17): 

“No seller shall make any devia- 
tion from his posted prices (whether 


such leases shall stipulate a reason-, 


wholesale or retail) by means of 
secret rebates, allowances, bonuses, 
concessions, benefits, unusual cred- 
its, scrip books, or any plan, device 
or other scheme which may directly 
or indirectly permit the buyer to 
obtain gasoline or kerosene at a 
lower net cost to him.” 

Rule M. (formerly Rule 19): 

“Coupon books or other scrip of 
any nature, if used, shall be sold 
and redeemed at their face value 
without any discount.” 

Rule N. (formerly Rule 20): “On 
a change in the posted price, no ad- 
justments, allowances, credits or re- 
funds shall be given to any buyers 
on deliveries already made.” 


With Detroit Agency 


H. D. McNaughton has become 
production manager of Grace & Hol- 
iday, Detroit, after six years in the 
agency field. He is a graduate of the 
University of Michigan. 


Order Daily’s Sale 


The Federal Court has ordered the 
sale of the Huntsville (Ala.) Daily 
Times by November 9 for the benefit 
of bondholders. 


Plan Printing Exhibit 
The Limited Editions Club will 
hold an Exhibition of Fine Printing 
on Three Continents at the Art Cen- 


ter, New York, October 5-17. 


HELPS B. V. D. 


Johnny Weismuller, 
champ, helped the B. V. D. C 
Chicago, enjoy a big initial summer 
in the swimming suit field by form- 
ing B. V. D. Swim Clubs all over 
the country. 


swimming 
0., 


W. H. Williams Dead 
Wilbur H. Williams, former pub- 
licity man for Ringling Brothers’ 
circus, died in New York this week. 


Woman Gets Post 
With World Fair 


Adele Gutman Nathan has been 
appointed to plan the industrial ex- 
hibit to be held at the Century of 
Progress in Chicago in 1933. 

She directed the “Fair of the Iron 
Horse” at Halethorpe, Md., in 1927. 


Agency Gets Cline 


Russell V. Cline, who spent 17 
years in the advertising department 
of the Firestone Tire & Rubber Co., 
Akron, O., has joined the Sweeney 
& James Co., Cleveland agency. 


Start “Claremorian’”’ 


The Claremorian has been estab- 

eo in that Oklahoma city, with 

Bell as advertising manager. 

Will, Rogers is one of the contrib- 
utors. 


To Advertise City 


The city council of St. ya ype: 
Fla., has approved a $50,000 appro- 
priation to be spent in winter adver- 
tising in Northern newspapers. 


Start New Course 


A new course in advertising, 
stressing the technical side, has been 
announced by the University of 
Wisconsin, Madison. 


The Farm Journal 


now offers to advertisers 


The black page rate in The Farm Journal is 
$3,200—now we offer a page in 2 or 3 colors and 
black for $3,500. Only two plates are required. 


This extraordinary color offer is made possible by 
skilful handling of the most efficient modern 
printing equipment. 


Color charts and complete details will be sent to 
national advertisers and agencies on request. 


P. E. Ward, Publisher 


The arm Journal 


Washington Square, Philadelphia 


3 Extra Colors | 
Only $300 Extra | 


—to brighten your advertisements 
—highlight trademark or package 
—increase your prestige 

— heighten visibility 
—flash striking new effects 


FIRST 


— to lower advertising rates — to furnish this new color — 
— in farm circulation — always FIRST in the farm field. 
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Hot Weather 
Drive Pulling 
for RCA Victor 


New York, Aug. 13—Encouraged 
by the response to the summer 
campaign launched July 16, the RCA 
Victor Company has expanded its 
drive on small radios, Victor records 
and portable phonographs to 238 
newspapers, Pierre Boucheron, ad- 
vertising manager, announced. 

“Sales of instruments and records 
developed to stimulate summer busi- 
ness began falling off in July,” said 
Mr. Boucheron. 

“Sales responded promptly to the 


| 


newspaper advertising in 196 cities, 
however, so that the curve was not 
only arrested, but given a definite 
upward slant.” 

The current advertising features, 
in addition to the newly developed 
portable phonograph, radio instru- 
ments which combine entertainment 
with portability and attractive ap- 
pearance at prices ranging from $35 
to $89.50. 

The summer campaign is a fore- 
runner of a “big push” scheduled 
for fall. 


Joins St. Louis Club 


E. M. Wilson, Superior Book 
Manufacturing Co., has joined the 
Advertising Club of St. Louis. 


——— 


Treasurer of 
Women’s Club 
Passes Away 


Philadelphia, Pa., Aug. 11—The 
Philadelphia Club of Advertising 
Women lost one of its outstanding 
members August 10 when Miss 
Lydia M. Roesler died of pneu- 
monia. 


Miss Roesler, who was an execu- 
tive of the Lincoln Photo Engraving 
Company, was recently elected 
treasurer of the club, after a year 
as secretary. With other officers, 
she was installed in her new post 


at a recent meeting. 

The funeral was held from Miss 
Roesler’s home in Camden, N. J., 
floral pieces from all parts of the 
East attesting the regard in which 
Miss Roesler was held by advertis- 
ing executives with whom her busi- 
ness and her club work brought her 
into contact. 


Add Mayonnaise to 
Blue Valley Line 


The Blue Valley Creamery Co., 
Chicago, producers of Blue Valley 
butter, has begun a newspaper cam- 
paign for Blue Valley Mayonnaise, 
a new line. 

The Rogers & Smith Advertising 
Agency handles the account. 


‘TEN-SHUN! 


the pages of newspaper or magazine. His attention must be 
caught and focussed. But that isn’t all. The typography must 
hold the attention. It must look interesting and lead the eye 
painlessly into the body of the copy ‘ That means not only 
fitting the type-style to the subject, but a pleasing balance of 
headlines, paragraphs, and spacing. The complete composi- 
tion must be smooth, but not monotonous *} All these things 
are especially important in ene days of reduced adver- 
tising appropriations, when space must be made to deliver 
its full value. The smaller the space, the greater need for 
really expert typography. And by that we don’t mean pretty 
typography, but that which shall aid in the powerful pres- : 
entation of the sales message ‘f We would like to show you 
what we have done recently in small space ‘ This adver- 
tisement is number 10 of a series showing diversified design. 


LEE & PHILLIPS, INCORPORATED 


Typographers Who Prove It With Proofs } 228 E. 45th St., New York City 


The 
irst task of typography is to stop 
the reader in his casual and indifferent meandering through 


PROMOTED 


R. R. Davis has been appointed 
apparatus advertising manager of 
the Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., and will 
direct all such advertising except 
that of the merchandising depart- 
ment at Mansfield, O. 


URGE ADOPTION 
OF DISMISSAL 
WAGES IN U.S. 


Washington, D. C., Aug. 18—A 
dismissal wage is believed by the 
National Industrial Conference 
Board, New York, to be a sound 
method of alleviating unemploy- 
ment conditions, it said in a state- 
ment to the United States Depart- 
ment of Commerce. 

“Tf industrial management re- 
fuses or fails to provide a con- 
structive solution for the more 
pressing social problems, it may ex- 
pect the decision to be taken out of 
its hands,” the report said. 

The only drawback to the plan 
was said to be the uncertainty of 
future cost. 

In Mexico, the report pointed out, 
workers discharged through no 
fault of their own are allowed three 
months’ pay; in Ecuador, dismissed 
employes with more than one year’s 
service are entitled to two months’ 
pay; in Bolivia, the allowance is 
graduated from one month’s pay for 
less than one year’s service to 25 
months’ pay for service of 25 years 
or more. 

Of 2,618 companies in the United 
States the board said only 53 or 2 
per cent pay dismissal wages under 
definite policies, 30 others making 
such allowances in special cases. 

Citing one case where such wages 
were paid, the report said the prac- 
tical result was that instead of 
turning from its doors 2,000 people 
with a grievance, bitter and ready 
to listen sympathetically to radical 
doctrine, this company by its liberal 
policy justified in the eyes of its 
former employes and those who 
came into contact with them not 
only that particular management but 
the economic system under which it 
operated. 


Copy to Plead for 
Long-Haired Women 


A campaign urging adoption of 
long hair by women will be launched 
by the Glemby Company, New York, 
manufacturer of hair nets. The ad- 
vertising will be handled by the 
Biow Company, with publicity in the 
hands of Irving S. Strouse. 

Newspapers, magazines, trade pa- 
pore and outdoor advertising will be 
u 


Agency for Dog Food 


The Simpson Products Co., Terre 
Haute, Ind., has placed its advertis- 
ing with the Dauchy Company, New 
York, which plans a late summer 
campaign on Doggie Dinner. 


Schabacker Sails 


R. W. Schabacker, financial edi- 
tor of Forbes Magazine, New York, 
has sailed for Europe to study the 
securities market. 
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NEGRO WEEKLY 
LEADS ATTACK 
ON RADIO ACT 


(Continued from Page 1) 


ple who would allow themselves to 
be so exploited? Do you buy prod- 
ucts advertised by Amos ’n’ Andy?” 

Many of the letters printed by 
the Courier indicate that unfavor- 
able opinion of Amos ’n’ Andy is by 
no means unanimous. Some extracts 
follow: 

“I cannot understand how a cer- 
tain part of our race ever expect to 
be respected by other races when 
they don’t manifest any for them- 
selves. I want to mention here about 
people flocking to the white league 
ball parks when they have barred 
our players from their league.” 

“I am in the federal prison at 
Leavenworth which has a radio that 
serves 3,000 or more inmates. Of 
the 3,000 there are about 500 hun- 
dred colored, and of these colored 
there isn’t a one that approves of 
the Amos ’n’ Andy program. As a 
test, I spoke as if I favored their 
stunt and was challenged to phys- 
ical combat.” 

“Amos ’n’ Andy have moulded 


public opinion in the minds of mil- 


lions that the Negro is in a primi- 
tive state of mind and unfit for 
white civilization, other than a fun- 
maker.” 

“Very often, in school, I would 
hear students say, ‘Oh, boy, did you 
hear Amos ’n’ Andy last night?’ 
How I wanted to give them a good 
piece of my mind.” 

“T really couldn’t call their act a 
reflection on our race when our own 
people are constantly doing the 
same thing. I do think Amos ’n’ 
Andy are a tiresome bill.” 

“Day after day I hear comments 
on these two scoundrels from those 
who do not see the disgrace in the 
program.” 

“We must put Amos ’n’ Andy off 
the air, and forever silence such in- 
sidious propaganda.” 

“T am sure there are more impor- 
tant subjects to work against.” 

“Although I have children who 
would perhaps consider it entertain- 
ing, I have never allowed the pro- 
gram in my home.” 

“IT have absolutely no patience 
with those who claim we should not 
oppose the program of these two 
white clowns, but should ‘laugh it 
off’.”’ 

“If there were no other reason, I 
believe the theme song used by 
Amos ’n’ Andy is ample cause for 
objection. It was taken from the 
lyrics of the nefarious picture, ‘The 
Birth of a Nation.’ ... Why not boy- 
ecott Amos ’n’ Andy brands of 
goods?” 

“One signer said he heard a pro- 
gram from New York by some col- 
ored ‘comedians who said some 
things as bad as Amos ’n’ Andy pro- 
grams. This may cause some trouble 
when we make our protest.” 

“It is a shame and a pity to see 
how some colored people will almost 
‘break their necks’ to tune in on 
Amos ’n’ Andy. I do not buy any 
of their products and never will.” 

“They are a nuisance and dis- 
grace.” 

“You would be surprised to know 


PROVE IT !ikgs 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lie idle 
in your files—give copies to your men and Increase 
tales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO.. 33 W. Adams St., Chicage 


A Stable and Growing Field for 
2000 Years—The Christian Church 


Complete coverage in 
CHURCH MANAGEMENT 
Auditorium Building 
Cleveland 


the number of people in Long Beach 
(Cal.) who are opposed to signing 
the petition.” 

“T have been listening to Amos ’n’ 
Andy for over a year and find their 
programs contain nothing that 
would give me inspiration, but al- 
days something that is silly.” 

“Now that you have your foot on 
the starter, do not stop for the few 
who are not interested.” 

“We have an extremely small pop- 
ulation and have secured the ma- 
jority of the adult signatures. Our 
pastor stressed the importance of 
such a movement.” 

“T have quite a few guests in the 
Glover Hotel who would like to join 
in support of your fight.” 

“T have left a list of signers with 
Rev. W. R. A. Palmer, Easton, Md., 
former classmate of Prof. K. Miller, 
of Howard University and also our 
former president of State College, 
Dover, Dela.” 

“Any Negro who will buy these 
products is a fool.” 

The petition offered by the Courier 
is headed: “Wanted! One Million 
Signers. A Nation-Wide Protest 
Against Amos ’n’ Andy.” The text 
says: 

“WHEREAS, For more than a 
year, two white men, known as 
‘Amos ’n’ Andy’ to the radio world, 
have been exploiting certain types 
of American Negro for purely com- 
mercial gain for themselves and 
their employer; and 

“WHEREAS, The references 
made to the Negro are of such char- 
acter as to prove detrimental to the 
self respect and general advance- 
ment of the Negro in the United 
States and elsewhere; and 

“WHEREAS, Already Negro wo- 
manhood has been broadcast to the 
world as indulging in bigamy, law- 
yers as schemers and crooks and 
Negro Secret Orders as organiza- 
tions where money is filched from 
its members by dishonest methods, 
thereby placing all these activities 
among Negroes in a most harmful 
and degrading light; and 

“WHEREAS, The Pittsburgh 
Courier has inaugurated a nation- 
wide protest against the further 
practices of these white men who 
are commercializing certain types of 
American Negroes at a reputed sal- 
ary of Six Thousand Dollars per 
week; 

“THEREFORE, We, the under- 
signed, do most solemnly join the 
protest of the Pittsburgh Courier 
and ask that the comedians so ex- 
ploiting our group be driven from 
the air as a menace to our self re- 
spect, our professional, fraternal 
and economic progress, and to that 
end do sign our names and addresses 
thereto. 

“We authorize the Pittsburgh 
Courier and other like agencies to 
present this protest to whatever au- 
thorities may have the power to 
make this protest most effective and 
conclusive.” 


Advertise New Cure 
for Athlete’s Foot 


The Theodore Metcalf Co., Bos- 
ton, manufacturer of Pedex, a new 
relief for athlete’s foot, has placed 
its advertising with Frank J. Rey- 
nolds & Staff, of that city. 

Paul F. Bauder, former advertis- 
ing manager of the Submarine Sig- 
nal Co., Boston, has joined the Rey- 
nolds organization to specialize in 
the electrical field. 


Hat Chain Now 


Selling Footwear 


About half of the 80 hat stores 
conducted in New York by the Sar- 
noff-Irving chain have installed shoe 
departments. The uniform price is 


The men who sell hats have been 
trained to fit shoes, too. 


Repeat Pajama Parade 


A pajama parade sponsored by 
the New Orleans Times-Picayune 
recently was so successful that the 
event was repeated August 12 under 
the auspices of New Orleans news- 
papers. 


Harvey Is Honored 


C. Parkhill Harvey, advertising 
manager of the Rocky Mountain 
News, Denver, was elected president 
of the Executives Association of 
that city. 


$$ — 


PITY THE POOR EDITOR 


Philip H. Van Itallie, editor 
of Aromatics, Hearst business 
paper, is back in New York 
with this photograph portray- 
ing the hardships of ocean 
travel. 


“They Say--- 


“It used to be ‘Salesmen Keep 
Out.’ Now it’s ‘Welcome, Stranger!’ ” 
—Boot and Shoe Recorder. 


“After spending my third week at 
the Edgewater Beach Hotel, Chi- 
cago, I’ve decided this kind of vaca- 
tion beats a trip to Europe.”—G. M. 
Burbach, advertising manager, St. 
Louis Post-Dispatch. 


“The editor of a popular detective 
story magazine rejects all manu- 
scripts in which the cop is a hero- 
detective on the ground that readers 
do not want a cop for a hero.”— 
Walter Winchell. 


“A half-dozen big Eastern food 
companies were super-merged by an 
enterprising reporter. And were they 
surprised when they read about it in 
a sales magazine!”—H. F. Pod- 
haski, Eastern editor, ADVERTISING 
AGE. 


“The next development will prob- 
ably be the charge that we engi- 
neered the fight on Amos ’n’ Andy 
for its advertising value.”—Harlow 
P. Roberts, advertising manager, 
the. Pepsodent Company, Chicago. 


“Our Chicago and not our New 
York office, will handle the advertis- 
ing of the Phoenix Hosiery Com- 
pany.”—J. Walter Thompson Com- 
pany. 


Agency for Madri 

Professional Advertising Associ- 
ates, New York, have been appointed 
by Madri. Bros., Ozone Park, N. Y., 
manufacturers of hospital furniture 
and equipment. The same agency is 
now handling the account of Am- 
sterdam Bros., orthopedic and surgi- 
cal appliances. 


Making Survey of 


Chicago Newspapers 
The Gambill Motor Company, Chi- 
cago, is sending questionnaires to 
recent purchasers of Hupmobiles, 
asking them to indicate their favor- 
ite Chicago newspaper. 
A road map is offered those who 
respond. 


Louisville Agency 


Files Bankrupcty 
A voluntary petition in bank- 
ruptcy was filed by the American 
Advertisers’ Agency, Louisville, Ky., 
August 6. Liabilities are placed at 
$47,287, with assets of $18,801. 
The agency featured direct mail 
and copy service. 


Porter’s New Work 


Lee Porter, former director of 
advertising for the Gage Publish- 
ing Co., New York, has joined the 
New York office of the Electrical 
Trade Publishing Co., Chicago, to 
organize the Eastern copy depart- 
ment of The Jobber’s Salesman and 
Electrical Contractor. 


Block Heads Relief 


Paul Block, newspaper publisher 
of New York, has been named chair- 
man of the 1931 emergency appeal 
of the Federation for the support 
of Jewish Philanthropic Societies. 
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Jickling Opens Office 

C. M. Jickling has opened an 

office in Detroit to specialize in copy. 

He was in charge of the copy de- 

partment of Evans-Winter-Hebb for 

11 years and more recently with the 
Campbell-Ewald Company. 


Expert for Catalog 


The Aluminum Company of Amer- 
ica, Pittsburgh, has engaged Holmes 
I. Mette, Baltimore photographer, 
to provide illustrations for its new 
catalog. 


A. W. Morley Dead 


Albert W. Morley, Jr., of the 
Beck Engraving Co., New York, died 
August 5 at his home at Cranford, 
N. H. He spent 45 years with the 
Electro Light Engraving Co. 


A 40% RATE 
REDUCTION 


costs and prices. 


Effective September Ist, 1931, Life reduces 
its advertising rates from $1,000 to $600 per 
This means that the national adver- 
tiser now buys Life’s established class circu- 
lation at the remarkably low cost of $5.94 per 


page. 


page per thousand. 


In other words, because more than a mil- 
lion people read Life each week, ‘the adver- 
tiser who uses thirteen pages annually reaches 
at least 13,000,000 at a total cost of $7,410. 
And what is more, Life’s readers compose 
a market of demonstrated* buying power. 


Life has just put into the mails a folder presenting full 
particulars of its new rate reduction. If you have not 
received a copy of this folder (with new Rate Card 
No. 10 attached ), it will be sent to you promptly on 


request. 


* Not only the buying power of 
Life’s readers, but also the fact 
that an average of ten people read 
each copy of Life, are proved by a 
number of interesting investiga- 
tions the findings of which have 
been conservatively stated. It is 
doubtful if there is any other me- 
dium in which you can reach over 
a million people at a cost of $600 
per page. 


IFE places itself among those business 
leaders who are responding to present eco- 
nomic changes with a drastic adjustment of 


Lif’e 


60 East 42nd Street 
New York 
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ADVERTISING AGE 


August 15, 1931 


Get School Account 


The advertising of the Institute of 
Arts and Science, Columbia Univer- 
sity, New York, has been placed with 
the school department of the Blaker 
Advertising Agency, of} that city. 
Special sections of the New York 
Times, New York Herald Tribune, 
The New Republic and The Nation 
will be used. 


Report Advertising 


of 91 Associations 
Of 91 organizations affiliated with 
the Chamber of Commerce of the 
United States, 17 will increase their 
advertising, 36 will maintain the 
same appropriations, 13 will cut, 
and 25 will withdraw from this 
activity. 


Addresses Rotary Club 

Elmer Longfellow, advertising 
manager of the Jorgensen-Blesch 
Co., Green Bay, Wis., delivered an 


address on advertising to the Rotary | 


Club of that city. 


First with the 
STYLES 
in 


HoME 
FURNISHINGS 


RETAILING 
A Fairchild Publication 
8 East 13th St., New York, N. Y. 


Sports Apparel 


The University of Illinois will 
soon open a new 24,000 square 
foot skating rink. This means 
that Illinois students will be 
in the market for sports wear 
and sporting accessories. 


We can put you in touch with 
the dealers they buy from. 
Ask us anything you want to 
know about the University of 
Illinois’ market or any college 
market. 


—y 


ees Established 1913 


Collegiate Special Adv. Agency, Inc. 
NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


New 


—Ideas 
—Facilities 
—Headquarters 


For Producing 
Electrical Transcriptions 


Radio Broadcast 


With our new facilities and equip- 
ment we are in better position than 
ever to offer complete and fast serv- 
ice in the production of electrical 
transcriptions, both 331%4 R.P.M. and 
78 R.P.M. for advertisers and agen- 
cies at moderate prices. Our service 
starts with the creation of the origi- 
nal idea and includes preparing, re- 
cording and distribution. Special 
Departments for sustaining pro- 
grams, sponsored programs and sta- 
tion representation. 


THE HANJON CO., Inc. 


29 West 57th St., New York City 
Telephone Number Eldorado 5-6935 


FRANK KNOX IS 
NEW PUBLISHER 
OF DAILY NEWS 


(Continued from Page 1) 


his career as a reporter, while Mr. 
Ellis does not conceal the fact that 
his first work was in the press room 
of newspapers. 


Colonel Knox is only 57 years old. 
After graduating from Alma Col- 
lege, Alma, Mich., he began his 
newspaper career as a reporter on 
the Grand Rapids Herald. 


The Spanish-American war, in 
which he served as one of Roose- 
velt’s Rough Riders, interrupted his 
career only temporarily. Returning 
to the Herald, he became city editor 
and circulation manager. In 1901, 
he joined the Sault Ste. Marie News, 
becoming publisher before he re- 
signed in 1912. 


He became publisher of the Man- 
chester (N. H.) Leader in 1913 and 
later merged it with the Union. He 
is associated with John A. Muehling 
in the direction of the Union-Leader. 


Works With Hearst 


He joined the Hearst organization 
in 1926 as publisher of the Boston 
American. Then he became regional 
director of the Hearst newspapers 
in Northern New York, Pennsyl- 
vania and Washington. 


He was made general manager of 
the Hearst Newspapers February 
20, 1928, his appointment being an- 
nounced at a convention of Hearst 
executives at Atlanta on that date. 


He was hailed at that time as the 
first actual general manager since 
S. H. Carvalho retired in 1917, 
Bradford Merrill held the title for 
some time, but devoted his efforts 
principally to editorial direction. 

The strength which led to his 
speedy recognition by William Ran- 
dolph Hearst caused him to an- 
nounce bluntly December 16, 1930: 


“IT have today tendered my resig- 
nation as general manager of the 
Hearst Newspapers. Mr. Hearst and 
I have reached a divergence of opin- 
ion as to methods of business man- 
agement and our differences cannot 
be reconciled.” - 


Colonel Knox was in the midst of 
things in the world war, rising from 
the obscurity of a private to the 
silver leaves of a Lieutenant Colonel 
of artillery, a rank he still holds 
in the organized reserve. 


He figured largely in national 
politics, serving as floor manager 
of Gen. Leonard Wood’s campaign 
at the Republican National conven- 
tion in 1916. 


Insists on Facts 


Colonel Knox insisted on the duty 
of the press to “give the public the 
facts as we find them—not as we 
want them to be.” 


This admonition sometimes led 
the Hearst reporters to brave the 
wrath of the courts. In 1929, three 
such reporters for the Washington 
Times were incarcerated for their 
fidelity to this ideal which was in- 
terpreted as contempt of court. On 
behalf of Mr. Hearst, Colonel Knox 
presented the men with gold watches 
and checks for $1,000 each. 


While he loved to reward earnest 
workers, Colonel Knox was some- 
times forced to stand and allow 
others to pin decortaions on his own 
breast. This was the case at San 
Antonio February 18, 1929, when, 
with his employer, he was awarded 
the cross of honor of the United 
States Flag Association. 


In spite of his insistence on the 
freedom of the press, Colonel Knox 
is opposed to sensationalism in 
newspapers. He told a group of 
Michigan publishers in 1928 that 
such papers are losing their value. 

Mr. Ellis is an expert on mechani- 
cal problems of newspapers. He is 
president of the New England Fibre 
Blanket Company and is interested 


in the Royal Worcester Corset Com- 


KNOX ASSOCIATE 


™ ay 
Fe 


Theodore T. Ellis 


pany, as well as a Worcester de- 
partment store. 

He published the Worcester Tele- 
gram and later bought the Gazette, 
but sold his properties in 1925 on 
his doctor’s orders. The reputed 
price was $2,000.000. 


EUGENIE HATS 
SPUR BUSINESS 


Milwaukee, Wis., Aug. 14—The 
National Hairdressers and Cosmet- 
ologists Association, meeting here, 
passed a resolution approving the 
new Empress Eugenie hats and 
pledging their efforts to promoting 
the style. 

The reasons given were that this 
hat affords greater opportunities for 
beauty and individuality in coiffures 
and for the sale of hair goods and 
ornaments. 

Another resolution authorized the 
appointment of a committee to foster 
the formation of a national associa- 
tion composed of retailers, or oper- 
ators, jobbers and manufacturers. It 
is planned to weld some 25 state and 
sectional retail associations, some of 
them competitive, into one organiza- 
tion representative of the industry. 

A new type of trade show held in 
connection was voted a huge success. 
Instead of competing in a crowded 
hall, the exhibitors bought time dur- 
ing the four afternoon sessions and 
told their story one by one. The as- 
sociation’s business sessions were 
held in the morning, and the manu- 
acturers co-operated by closing their 
own quarters at that time. 

Being assured of undivided atten- 
tion during the time for which they 
had contracted, the manufacturers 
vied with each other in seeing which 
could offer the most entertaining and 
instructive program. Retailers at- 
tended to a woman and none walked 
out, according to Miss Marie Calla- 
han, editor-of Modern Beauty Shop. 


National Broadcasting 


Adds Coast Stations 


The National Broadcasting Com- 
pany has bought four Pacific Coast 
stations which will provide duplicate 
outlets. 

The stations are KYA, San Fran- 
cisco; KGA, Spokane; KJR, Seattle, 
and KEX, Portland. 


Heads Durabilt 


E. D. Kaser has become president 
and general manager of the Dura- 
bilt Steel Locker Co., Aurora, IIl., 
V. C. Kaser is vice-president; H. S. 
Hatch, treasurer and sales manager 
and W. H. Graham, secretary. 


To Be Quarterly 


“Trends and Indications,” pub- 
lished monthly by Dorrance, Sulli- 
van & Co., New York, will here- 
after be issued quarterly. The next 
edition will be in October. 


Place Cosmetics Copy 
Petroleum Derivatives Co., Mont- 
clair, N. J., manufacturer of Vapon 
Liquid Cleanser and Facial Milk, has 
placed its account with Redfield- 


Coupe, New York. 


Printers Reorganize 


Stair - Jordan - Baker, Inc., widely 
known printing house of Detroit, 
has become Stair-Jordan-Cerre, Inc. 
Mr. Cerre, who succeeds W. Ray 
Baker, now with Maxon, Inc., will 
continue his connection with the 
Free Press Photogravure Co. 


New Work for James 


William A. James, assistant sales 
manager of the Hudson Motor Car 
Co., Detroit, will reorganize the ad- 
vertising and sales promotion de- 
partment, in addition to his other 
duties. 


Richfield in East 


Doremus & Co., New York, are 
using 200 Eastern newspapers in a 
new campaign for the Richfield Oil 
Corporation, featuring Richfield 
Golden gasoline. Posters will also 
be used. W. L. Chesman is account 
executive. 


Makes Hole in One 


C. W. Hungerford, advertising 
manager of the Michigan Bell Tele- 
phone Co., Detroit, entered golf’s 
hall of fame August 8 when he made 
a hole in one at the Square Lake 
Country Club. 


Trade Plant Moves 


The Bennett Corporation, provid- 
ing typesetting service to publishers 
and printers, has moved its plant 
from Terre Haute, Ind., to Harvard, 
Ill., a suburb of Chicago. 


Starts New Service 


Harry T. Boylan has _ opened 
offices at 200 Davis Street, San 
Francisco, to offer a copy and layout 
service. 


Start Grocery Drive 


Whipple & Black, Detroit, will 
direct a state-wide newspaper cam- 
paign for the Red and White neigh- 
borhood stores sponsored by Lee & 
Cady, wholesale grocers of Detroit. 


Tauber in Field 


G. G. Tauber, formerly sales pro- 
motion manager of Physical Culture, 
New York, has been appointed Phil- 
adelphia representative. 


Coming 
Conventions 


Sept, 6. Fall meeting Mid-West 


Newspaper Advertising Managers 
Assn. in Kansas City. 
Sept. 14-17. Annual convention 


Financial Advertisers Association in 
Boston. 

Sept. 28-Oct. 1. Annual meeting 
Advertising Specialty National 
Assn. in Chicago. 

Oct. 1-3. National convention of 
Alpha Delta Sigma in Seattle. 

Oct. 4-7. Annual meeting Insur- 
ance Advertising Conference in To- 
ronto. 

Oct. 4-6. Eleventh annual meet- 
ing Mail Advertising Service Assn., 
Buffalo. 

Oct. 7-9. Annual meeting Inter- 
national Direct Mail Advertising 
Assn. in Buffalo. 

Oct. 18-20. Tenth District, Adver- 
tising Federation of America, San 
Antonio, Texas. 

Oct. 22-23. Annual meeting of 
Audit Bureau of Circulations in 
Chicago. 

Nov. 11-13. Fall meeting Amer- 
ican Newspaper Publishers Assn. in 
Los Angeles. 


Color for Ipana 


The Bristol-Myers Company, New 
York, used the first of a series of 
pages in color in the Chicago Trib- 
une this week. They will appear 
about a month apart. 


Tower Takes Air 


Tower Magazines, New York, will 
use WOR in a radio campaign to be 
placed by the New York office of N. 
W. Ayer & Son. 


Agency for Nurseries 


Morris & Jones, New York, will 
use home and landscape magazines 
for the Bristol (Conn.) Nurseries. 
Newspapers will come later. 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago 
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SUBSCRIBE NOW|! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
| branches of advertising... . 


1 $1 a Year... 52 Issues 


USE THE COUPON 
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You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 
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“Beak 
o the Pudding 


The prosperity being enjoyed by 
manufacturers of electric refrigera- 
tors is indicated by Kelvinator’s 
statement for the quarter ended 
June 30. Net for that period was 
$1,714,407, or $1.44 a share before 
Federal taxes, compared with $1.26 
for the corresponding period of 
1930. July, normally a dull month, 
showed a gain of 49 per cent over 
1930. 

+ °K * 

Reporting a gain of 24.6 per cent 
in volume over the first half of 
1930, the Commercial Factors Cor- 
poration, specializing in the textile 
field, points to promising factors. 

“The radical change in the style 
trend toward an entirely new sil- 
houette bids fair to create a stimu- 
lating consumer demand,” it com- 
mented. 

ae * * 

General Motors Corporation re- 
ports July sales to consumers in the 
United States of 85,054, against 80,- 
147 in July, 1930. For the fourth 
consecutive month, sales to dealers 
showed a gain over the correspond- 
ing month a year ago. 

*/” * * 


While busily engaged in beating 
its 1930 record, due to some extent 
to a greater number of outlets, the 
Walgreen Company, drug chain, has 
announced formation of a_ subsidi- 
ary, the Walgreen Agency Company, 
to own and operate stores in com- 
munities of less than 5,000 popula- 
tion. 

It is understood the new company 
will teach existing small-town drug- 
gists its system of operation. Wal- 
green continues to develop a large 
crop of its own brands. 

* * * 

More than 200 new dealers have 
joined the Reo Motor Car Company 
since July 1, the company an- 
nounced. Reo improved its sale vol- 
ume for the second quarter of 1931 
more than $1,000,000 over the first, 
with an increase in sales cost of only 
$30,000. 

* * * 

William S. Hedges, president of 
WMAQ, Chicago, hazards the esti- 
mate that the volme of broadcasting 
handled by 600 independent radio 
stations of the country is four times 
that of the two big networks. On 
this basis, he estimates the chains’ 
1931 income at $35,000,000, a new 
high mark, and that for the entire 
industry at over $100,000,000. 

He also estimates that each owner 
of a receiving set gets $8.50 worth 
of free entertainment per year. If 
there were no radio advertising, the 
tax on each radio set would be that 
amount, 

* oo k 

A writer in the Chicago Daily 
News, commenting on the ever-cur- 
rent wumor that Chicago’s two larg- 
est mail order houses are to merge, 
said “there is not the slightest rea- 
son for not making such a combina- 
tion except the details of terms and 
the absurd worry that the farmer 
might prefer to have two catalogs 
from which to choose.” 

ok * * 

Here is how some of the publish- 
ers fared during the first half of 
1931: United Business Publishers, 
Inc., net income of $97,377, against 
$392,234 a year ago; Butterick Com- 
pany, net income of $411,968, 
against $372,660 a year ago; Curtis 
Publishing Company, net profit of 
$3,063,496, compared with $4,654,634 
in 1930; McGraw-Hill Publishing 
Co., $696,928, against $1,102,335 a 
year ago. 

* * * 

Sales of the Grigsby-Grunow 
Company for the fiscal year ended 
May 31 amounted to $28,350,881, of 
which amount $2,700,000 represented 
refrigerator sales during the latter 
part of April and in May, 1931. 

* *” cs 


The Bendix Aviation Corporation 
will offer four new products, three 
of which will be for the automotive 
world, and one for aircraft. The 
company provides about 90 per cent 
of the starting drives used in auto- 
mobiles. 
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ADVERTISING AGE 


August 15, 1931 


Noting that the American To- 
bacco Company had discarded a 
theme on which a million dollars 
had been spent, the Ralston Purina 
Co., St. Louis, borrowed it with 
thanks for its Ry-Krisp health 
bread. 

“Don’t be afraid of your shadow 
—eat as much as you like,” was the 
gist of the newspaper and direct 
mail campaign placed by the Gard- 


BAIT FOR BEARS 


Finding the bears in Yellowstone 
Park somewhat indifferent to candy, 
a friend of the Purina Mills, St. 
Louis, tried Purina Dog Chow, and 
had difficulty in getting rid of the 
bears. The company is using this 
little story in its current advertis- 
ing. 


ner Advertising Co. 
Sales gained 20 per cent. 


WINS FIGHT 


After a long struggle against ill- 
ness, B. C. Forbes, noted publisher 
and economist, has returned from 
Europe and resumed his manifold 
duties. 

Mr. Forbes took his absence 
philosophically, but breathed a sigh 
of thanksgiving when he saw the 
Statue of Liberty again. 


Advertisers seem to be unan- 
imous in this belief, judging 
from the demand for the photo- 
graph of Warren Cook, who 
operates in the New York 
studios of Underwood & Under- 


wood. 


THE TYPI 


AS THE CAMERA’S EYE SEES THE NEWS § 


THANK YOU, MR. HILL 


— 


SAN FRANCISCO PRESIDENT BACK IN BREAD LINE 
For the first time since the big earthquake, Frank Kilsby (second from left), presi- 
dent of the San Francisco Advertising Club, lined up for bread this week. The occasion 
was a trip to a bakery, the first of an industrial series. 


COLONIAL ROOM 


OUTDOOR DISPLAY FEATURES NEW RESTAURANT POLICY 


This display developed for the John P. Harding restaurants in Chicago by General 
Outdoor subtly emphasizes the fact that Harding no longer confines its service to men. 
The recessed restaurant scene also successfull y conveys the atmosphere of the new room. 


NEW HELP FOR SALESMEN 


The Mutual Trust Life Insurance Co., Chicago, has provided sales- 
men with this new bulletin binder produced by the Heinn Company, 
Milwaukee, to simplify filing of advertisements and instructions. 
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